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oday the conservation of 
health and the conser- 
vation of rubber are 
equally essential to the nation’s all- 
out effort. Foot protection for the 
planner, the worker, the armed 
forces and for the public alike, must be fitted into our scheme of things. 
Today, and for the duration of the war, the skilled chemistry of rubber 
preparation is essential to insure good products. The oldest and largest manu- 
facturer of rubber footwear, the United States Rubber Company, has the ex- 
perience, the factory workers and the research staff to do the job. 










UNITED STATES RUBBER COMPANY 





Shoes of Tandrite Calf not only 


result in sales, they also enhance the 


prestige of your store and increase the 


good will of your customers. 


That is because Tandrite’s exqui- 
site, satiny finish — brilliant, vibrant 
colors—and enduring good looks—are 


all qualities customers like ! 


So show shoes of Tandrite in the be- 
ginning, to assure not only sales, but com- 


plete customer satisfaction in the end! 


“DUET” 


. cities Deb 


3” Heel pump by Samuels 
Shoe Company, St. Louis. 
Made of Hubschman’s No. 
994 blue calf. Also can be 
obtained in No. 971 tan calf. 
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GILBERT 


IN STOCK 


No. 13453—Turftan Antiqued 
Calf—Creased Vamp Loop Tie 
Sizes 44-9, AAA to C, $4.25 
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IGHT NOW . . +. in your community there are many young women eager to serve 
— 

Uncle Sam in some branch af Civilian Defense. As they line up for the-correct uniform 

for active duty they realize the shoes they need must fit right, must be long on comfort 


and quality. 
Kali-sten=iks MADAM-ETTES are just that! The model illustrated gives com- 


fortable fitting in the vamp, quarter and instep, while the three=point suspension innersole, 
snuggles the natural contour of the foot. Their wide range of widths and sizes on 


12/8 to 14/8 heels is an additional capital asset. MADAM-ETTES G29 


give your customers more for their money. « 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 


my pm i ee te yA Entered as second class matter November 23, 1932, at the Post Office in Philddelphia under } 
$3.00 per year. Printed in U. 8. A. (Canadian rate plus $0.50 for Canadian War Exchange tax—making total of $3.50.) | 











A serious foot 
preblem necessi- 
tates Adelaide 
Weber’s skilful 
hands to explain to 
the customer what 
the TRI-BALANCE 
principle will do to 
give comfort to a 
pronated, big- 
jointed foot. 


Final supervision 
of the length, 
width, propor- 


tions and fitting— 
is made by Ade- 
laide Weber. 





Mary Weber, daughter of 
the owner of the business, 
fits Miss Elsie Hannen- 3 


berg, a dental assistant, 
with the right shoes for 
her stand-up work. 





“A SHOE IS ONLY AS GOOD AS IT FITS” 


says ADELAIDE WEBE, 
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... AND MAKE MONEY THROUGH 


WB. Coove Steves. 


Adelaide Weber owns and operates a shoe fitting salon in 
Room 1200 A, Marshall Field’s Annex, Chicago, Ill.—a compae! 
business, built on the slogan: “A Shoe is only as good as it Fits.” 
Adelaide Weber knows feet, from a background of study as 
nurse at Northwestern University and the Mercy Hospital. 
Chicago. As she says: “Endless research in the interest of foot 
comfort and health and my sincere desire to improve condi- 
tions for my customers by applying the correct shoe for each 
foot, has made me capable of solving difficult foot problems. 
My growing business is built on W. B. COON TRI-BALANCE 
Shoes. I carefully explain to each customer what she can ex 
pect in her shoes. I never promise to correct physical ills. ! 
take care of the feet as I find them. In fact, I assume full re 
sponsibility for the selection of last, pattern and fitting. I am 
very frank with my customers and they, in turn express their 
confidence and loyalty by bringing their friends. 


“Yes, there is a place in the business world for women, com- 
petent to fit, serve and sell. I am proud to acknowledge the 
great part that W. B. COON Shoes has played in my progress. 
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Adelaide Weber, now a progressive 
bu:iness woman, orders more and 
more shoes through the Selective Shoe 
Service from W. B. COON COM- 


PANY, ROCHESTER, NEW YORK. 





Style H 44—Five eyelet 
gypsy oxford, punched 
through vamp, 397 out- 
flare last, 14/8 Duco 
heel, % counter. 


Material—Black kid. 


Style H 37—Six eyelet 
blucher spectator oxford, 
cut out vamp, 397 out- 
flare last, 14/8 Duco heel, 
% counter. 
Material — White buck, 
tan calf trim. 


Style H 47—Five eyelet 
ypsy oxford, 397 out- 
are last, 14/8 lizard calf 
Duco heel, % counter. 
Material—Black gener 
dine, lizard calf trim. 
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SELECTIVE- SHOE SERVICE OF THE 
W. B. COON CO. IS AN INSTOCK METHOD 
THAT INCREASES TURNOVER AND SALES 


The shoe business is no different from any other. It must be conducted on 
the basis of adequate stock, available replenishment and prompt payment. 


If Adelaide Weber, with a shoe fitting salon on the 12th floor of the 
Marshall Field Annex in Chicago, can attract customers to her place of busi- 
ness — so can you! As a competent business woman, she believes in turn 
over, and never a business day passes but what shoes are ordered from 
instock. In two years of operation she has concentrated on W. B. COON 
Shoes with the TRI-BALANCE Foundation. She has built a business by 
concentrating on four lasts and has found acceptance for her shoes and her 
service with a large number of nurses in Cook County, with dental assistants 
and hygienists who must stand on their feet all day, with housewives and 
with women, young and old, who appreciate and understand the need for 


the right shoes—W. B. COON footwear. 


We are entering a period when it is very important that the women of 
America be given an opportunity to have fine welt footwear in all sizes and 
widths, in a wide range of lasts, patterns and materials. 
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New Castle Divisionc Ahied Kid Company 


100 Gold Street, New York City 
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Laced: with 


Corde 


STOCK NO. 768 


Campus Last. Brown Rugby Veal. Bootmaker 
Finish, Exclusive Removable Spikes—will not 
rust or corrode. Double Sole Forepart. Flex- 
ible Construction. 


Stocked A to E 


STONE-TARLOW 
BROCKTON, MASS. 


O. A. MILLER TREEING MACHIN 


If Shoes 
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Aristocrat 


of 
LACES 


A Shoe Lace That Outwears by 
Months Ordinary LACES. 


STAYS TIED and NEVER LOOKS 
SHABBY. 


The lace in a Golf Shoe receives more 
hard usage than any other type of foot- 
wear. Every energetic twist is a strain 
and the ordinary lace will not “take it." 
Cordo-Hyde is built to resist strain, 
dampness and abuse. They complement 
most outstanding lines of Sport and Dress 
shoes. 


Available in popular colors — specify 
them on your next order to the manufac- 
turer—He will gladly supply them. 


E COMPANY BRANCH 


(UNITED SHOE MACHINERY CORPORATION) 
BROCKTON, MASSACHUSETTS 
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“ANGLE” TOE 


A walled forepart with oblique 
FRONT EFFECT 


Studio 


MARBRIDGE BLDG 
7. Cu 


PLAIN PATTERNS are unusually attrac- 
tive over this angle toe last; essentially so 
because there is ample style in the wood 
combined with true fitting qualities. 


- 


T. W. GARDINER CO. EMPIRE LAST WORKS KRENTLER BROS. CO. 
Milwaukee, Wis. 


UNITED LAST CO. LTD. 
Montreal, P. Q. 


FITZ BROS. CO. 
Auburn, Maine Lawrence, Mass. Rochester, N. Y. 


UNITED LAST CO. STEWART & POTTER CO. KRENTLER BROS. CO. 
Brockton, Mass. Brooklyn, N. Y. St. Louis, Mo. 
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Norwegian Calf hand-boarded grain 


...to boost your Summer business 


WHITE with CRETAN CALF 


Take the matter of softness. Cretan 
Calf has a luxurious softness that 
makes it an ideal Summer leather, the 
perfect team-mate for the soft white 
leathers. That's one reason many alert 
manufacturers feature the Gallun vege- 
table tannage for this Summer use ° 
Another reason is the selection of rich 
colors, showing up to full advantage 
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Cretan Calf smooth but not glazed 


in contrast to the white. * Then there 
is a plumpness about Cretan Calf that 
makes it easy to work. Notice the clean 
punching and pinking in the shoes 
above. * Select shoes of white with 
Cretan Calf this season. And for sale- 
able comfort and looks, order Gallun 
numbers of all kinds . . . A. F. Gallun 
& Sons Corporation, Milwaukee, Wis. 


Eskimo Calf water-resistant 


7 





















WHAT ABOUT 


| Rubber Footweat 
_for 194? 


@} THE GOVERNMENT ORDER ISSUED JANUARY 23, 1942-. 
“to restrict the use and sale of rubber,” — permits 





A. For WATERPROOF FOOTWEAR, the use 
of approximately 40% of the rubber used in its 
manufacture in 1940,— and 


B. For CANVAS FOOTWEAR, the use of ap- 
proximately 30% of the rubber used in its 
manufacture in 1940. 


(2) Naturally, it will require a little time to readjust our plans 
and to determine an equitable program of Selling and Dis- 
tribution. 


& We will produce basic lines of Waterproof and Canvas 
Footwear emphasizing utility, with necessary simplification 
of varieties and styles. 


It will require unusual resourcefulness and inge- 





nuity to produce the greatest number of pairs which 





this reduced amount of available rubber permits. 





We will use all our experience, knowledge and facilities to 
provide the utmost in wear, consistent with this Rubber Re- 
striction Order. 


HOOD RUBBER COMPANY, INC. ond B. F. GOODRICH FOOTWEAR 


WATERTOWN, MASSACHUSETTS 
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ROBERT R. GUTHRIE, chief of 
the Textile, Clothing and Equipage 
Division of Purchases, says: 

“I am convinced that total war 
means not just the complete organ- 
ization of industry and supply, on 
a war basis; in a scarcely less im- 
portant sense, the possibilities of 
which we have not yet explored, it 
means the organization of trade and 
distribution. 

“The first, most immediate goal 
of such organization should be to 
promote ready consumer acceptance 
of new products developed to con- 
serve scarce materials. We shall 
not, I hope, have as many ersatz 
products to put on the market as 
Germany or Italy. 











“But we shall have a great many, 
and they will have to combat in this 
country much more rigid standards 
of acceptability, developed through 
many years of advertising. You re- 
tailers must lead a people who even 
now are not aware of what specific 
sacrifices they must make, to want 
te buy goods which have utility for 
them in their jobs as war workers, 
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whatever their appearance, or how- 
ever much they fall short of stand- 
ards of quality and durability, 
which have no relevance when we 
are at war.” 











A good picture of what lies ahead 
for the American retail shoe mer- 
chant can be drawn from this state- 
ment of first hand experience by 
G. Foster Bray, president of the 
National Shoe Retailer’s Association 
of Canada and owner of Bray’s 
Shoe Store, New Toronto, Ontario. 

“Women certainly do not econo- 
mize on shoes during wartime. In 
fact, it has been our wartime ex- 
perience that they do just the oppo- 
site. Canadian women are definitely 
buying better grade and higher 
quality shoes and have done so at 
an increasing rate since the war 
began. Many more women, par- 
ticularly married ones, who never 
worked before or who haven't 
earned their own money for years, 
are now employed in defense and 
war industries or are replacing men 
at other jobs. They naturally have 
more money to spend and are de- 





manding good quality when they do 
buy merchandise. We find that 
they definitely prefer the military 
and plainer types of shoes and 
especially those shoes which are at- 
tractive in appearance, yet at the 
same time are sturdy and will give 
good service. Yet they do not con- 
fine themselves to these types of 
shoes alone, for they are still inter- 
ested in very dressy and frivolous 
types for their leisure hours.” 


* . 


EDGAR J. KAUFMANN, president 
of the Kaufmann Department Stores 
of Pittsburgh, Pa., and Retail Con- 
sultant to the Director of the Office 
of Price Administration, said: 
“We must have price stabilization 
to win the peace, as well as to win 
the war. We have three choices: 








“(1) We can let forces now op- 
erating continue, leading to a seri- 
ous inflation. (2) We can tax away 
purchasing power sufficiently to 
check inflation. And that would 
mean taxation almost fantastic, if it 
were effective. (3) Or—we can 
have direct price control, accom- 
panied, when necessary, by ration- 















ing. It was this type of control the 
President had in mind when he cre- 
ated the Office of Price Administra- 
tion. 

“This Office has retarded defi- 
nitely, although it has not stopped, 
the rise in the cost of living. With- 
out special price control legislation, 
it has had to depend for its success 
upon voluntary cooperation of busi- 
ness. Many have cooperated—but 
the chiselers have appeared also. 

“That’s why we need legislative 
aid; why we need adequate stat- 
utory powers to protect the patri- 
otic element which sees the danger 
of inflation and does its part.” 


” - * 


WENDELL 0. McCRACKEN, buy- 
er for the Wetherby-Kayser stores 
in Los Angeles, believes: 

“It really pays a buyer to take 
an occasional stretch at the wrap- 
ping desk in order to observe the 
types of worn shoes which are 
being wrapped. One thing is most 
noticeable—one seldom ever sees a 
shoe having the mark of a bunion 
on it—unless the customer is a wo- 


EuREKA! 


man well over 60 years old. Twenty- 
five years ago, at least a quarter of 
all women had bunions in some 
stage of development. The old time 
lasts, especially the lasts used by 
the top grade manufacturers, as a 
rule had no room for the bones of 
the feet to function. Modern lasts 
do have that feature well taken care 
of. Sometimes it seems, in looking 
over the selling sizes of a city shoe 
store that it could almost operate 
by confining size purchases to size 
six and up. 

“In the men’s field, the situation 
is considerably different. This is 
due entirely to the slipshod method 
of most salesmen of men’s shoes of 
first looking into the worn shoe for 
the size, instead of measuring (as 
should be done in all cases). More 
men are wearing short shoes than 
women, as a result of-this lazy way 
of selling shoes. About one man in 
four will measure a man’s foot, so 
a man may buy four or more pairs 


of shoes before he finds a shoe 


12 





© TEMPORA, O MORES 


—A colored boy presented himself 
for enlistment in the Army. 

—"How would you like to join the 
cavalry?" asked the recruiting 
officer. 

—"No suhl" replied Sam. 

—"What's the matter with the 
cavalry," asked the officer. 

—"Well, suh," replied Sam, “Ah 
don' want to be embarrassed 
with no horse when ah decides 
to beat a retreat.” 

—American Business is not going 
to beat a retreat in 1942—as- 
suredly not. 

—On the contrary, Business is plan- 
ning to go forward. 

—So—we must not be embarrassed 
by fears and indecisions but must 
take a courageous outlook on the 
New World which is in the mak- 
ing and must be alert to adjust 
ourselves quickly to new manners 
and new methods. 


S61 


President 





salesman who will measure his foot 
and really fit it.” 


SENATOR WALTER F. GEORGE, 
chairman of the Senate Finance 
Committee, before the 3lst Annual 
Convention of the National Retail 
Dry Goods Association at the Hotel 
Pennsylvania said: 

“A nation finances a war 
through either taxation or inflation. 
Inflation is as devastating in its re- 
sults as an invading army. Infla- 
tion in some degree is unavoidable 
but if it takes the form of either a 
runaway price situation or mone- 
tary inflation, it sounds the death- 
knell of any economy. 

“We must do the job, and the war 
will be won when we reach the 
maximum possible production. It 
will be won in the shops of this 
country. The unavoidable deficit 
will increase inflation, but just to 
what extent I cannot say.” 


It is safer, he said, to tax current 
earnings rather than accumulated 
savings. He stated that the pending 
price control bill, without contrdl 
of the largest element in costs—that 
of wages—was not a very effective 
measure, nor does he think the final 
bill will prove “very effective.” But 
it may serve as an aid to keep prices 
in fair balance. 


C. BENJAMIN RUSH, who con- 
ducted the sales planning and sales 
promotion clinic at the National 
Shoe Fair, was passing this advice 
along to retailers who consulted 
him: 

“In planning advertising and pro- 
motion for 1942, retailers now 
should review the purpose of their 
business. In view of present con- 
ditions, this is an excellent time in 
which to get down to the funda- 
mentals of your store; to the pur- 
pose and basic principles and mat- 
ters of policy set out by the found- 
ers. These policies and principles 





are usually the key to a store’s suc- 
cess and it will be these underlying 
principles which will carry a store 
through the present emergency and 
the difficult times that lie ahead. 

“Now is the time to hold regu- 
lar staff meetings and emphasize 
them over and over. Advertising 
should incorporate some of these 
ideas. People are going to be will- 
ing to pay more for their shoes in 
the future, but they are going to 
want to know why they should pay 
more; and advertising will have to 
give this information. In planning 
advertising copy, the retailer should 
remember three things: 

(1) To convince the reader that he or 
she needs a pair of shoes. 

(2) To convince the reader that the 
shoes are worth the price asked. 


(3) And that yours is the best store 
in which to spend their money.” 


7 - * 


MRS. KAY RATTO, Merchandising 
Counsel for the Chicago Merchan- 
dise Mart, and director of the 
Mart’s Clinic Fashion Shows. 
“The ready-to-wear industry, 
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which includes shoes, has an im- 
portant place in America’s all-out 
war effort. An all-out wartime 
effort places equal responsibility, 
not only on our armed forces and 
their maintenance, but on the build- 
ing of civilian morale, a field in 
which the apparel industry will play 
an important role. Their’s is the 
double task of developing apparel 
designed on the basis of civilian 
needs and necessities and also main- 
taining a healthy distribution of 
goods and a sane, sound market. 
Such an industry can then endow 
its vast manpower with the ability 
to contribute to the fullest extent to 
the support of war industry and 








She points to the importance of 
color as the standard bearer for 
courage as well as the measure of 
fabric interest. Bright colors, gay 
colors, clear colors will be the 
symbol by which the American 
woman will express her confidence 
and ability. Quality merchandise 
will hold a high place in her choice 
as she anticipates an augmented 
activity program, one in which un- 
necessary replacements mean 
wasted time and effort.” 


DR. PAUL H. NYSTROM, profes- 
sor of marketing at Columbia Uni- 
versity, says: 

“As a further means of strength- 
ening the hand of the Price Ad- 
ministrator, the Price Control Bill 
provides for a licensing system to 
be used as widely as the Price Ad- 
ministrator may elect. Under the 
licensing system no one may engage 
in trade without a license. The pur- 
pose of the license system is, of 
course, to give the Price’ Adminis- 
trator the power to take the license 
away from any concern that he 
thinks is not obeying his price con- 
trols. 

“Any unwillingness on the part 
of any licensee to cooperate may be 
promptly checked by the with- 
drawal of his license. The with- 
drawal. of a license will be equal 
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to a death sentence for the business 
for the period of the war. 

“As matters now stand we shall 
probably see the price control bill 
passed without any control over 
wages. Wages and salaries, be it 
recalled, make up from 65 to 70 per 
cent of the entire cost of all goods 
and services that this country buys. 
Attempts at price control without 
wage controls would be like playing 
‘Hamlet’ with Hamlet omitted. 
Without wage control we are cer- 
tain to have drives for higher 
wages, increased industrial unrest, 
higher costs of living and lower 
standards of living for everybody. 
How this country is going to man- 
age this unfortunate situation is still 
to be worked out.” 


THEODORE G. JOSLIN, director 
of the public relations department, 
E. I. DuPont de Nemours & Co., 
Inc., says: 

“You retailers are in the eco- 
nomic front line. You are there 
acting not only for yourselves but 
for all business and, in the final 
analysis, for the nation. You are 
the interpreters and executors of 
the acts of our government at war, 





so far as those acts affect civilian 


“It is you and your sales person- 
nel who must carry the unpleasant 
word that living standards in 
America may be lowered, of neces- 
sity and in the common good. It is 
you who must explain why this ar- 
ticle isn’t to be had, or what is hap- 
pening to wool, or why plastics 
can’t replace everything, and a hun- 
dred other changes in merchandis- 
ing, and through it in living— 
changes that are directed to a single 
purpose, the triumph of American 
arms on distant fields of conflict. 
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“No other organization in this 
land, surely no civilian organiza- 
tion, has so great an opportunity to 
drive home to America—the every- 
day people of America—the fact 
that things are as they are because 
they must be that way to win, and 
that every civilian sacrifice is a bul- 
let speeding toward eventual victory 
and national security.” 
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“With each pair of dancing pumps, we teach you the latest steps, Madam.” 
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ARMY shoe procurements will be more than doubled, 
starting next May, the War Department has announced. 
Present Quartermaster Corps purchasing plans call for 
“stepping up” service shoe procurements to 2,500,000 
pairs a month, or a little more than twice as many as are 
now being bought. 

As an intermediate step to the actual “doubling up” 
procedure, army shoe purchases during the months of 
March and April will approximate 2,000,000 pairs, 
according to present estimates. This situation has been 
made possible as a result of a series of conferences in 
Washington between Quartermaster procurement officers 
and leading shoe manufacturers. The Quartermaster 
Corps said that the shoe men have expressed their will- 
ingness to cooperate in the new plan and insist that they 
have ample capacity to increase their shoe production 
to the desired level without increase in factory facilities. 

The only possible anticipated difficulty concerns the 
securing of sufficient upper and sole leather from tan- 
ners. However, this situation is being worked out 
satisfactorily. 





THE recently announced allocation of 565,000 pounds 
of tanning chemicals, principally chrome, to South 
America should strike an answering note of “good 
neighbor” feeling among tanners in this country who 
are seeking substitutes because of shortages. 

It is rumored that to insure diplomatic success in get- 
ting South American countries to side with the United 
States in the war, the State Department is going to use 
the persuasive power of more favorable trade agree- 
ments. ; 

This step is advocated by many New Deal economists 
as a way of checking inflation, since there will be a 
lack of consumer goods because of military demands. 
The difficulty is that South American countries are great 
producers of raw materials and not manufactured ones. 


ALL tanners of leather have been asked to file detailed 
information on their production, sales and prices with 
OPA so that individual lists of maximum prices can be 
compiled under Leather Price Schedule (No. 61). 
Replies containing the necessary information are asked 
for not later than Feb. 1. After receipt and examination 
of these answers, the leather schedule will be amended 
to establish individual prices for each tanner. 

Tanners are asked to submit the highest prices at 
which they made actual sales of leather during the 
period Oct. 1-15, 1941, and Nov. 6-Dec. 6, 1941. 


+ __ —_________ __aa 

. ONE-MAN GO-GETTER 
DONALD M. NELSON 
Chairman of War Production Board 


Picture on Opposite Page 
. Story on Page 28 
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DONALD M. NELSON, Chairman of the new War Pro- 
duction Board, said he wasn’t going to attempt to delve 
too deeply into administrative matters in connection 
with its functioning. His intention, he said, is to dele 
gate sufficient authority to others to do the job while 
he will direct the organization. 

Mr. Nelson also spoke of the concentration of indus- 
try on a selective basis for the manufacture of civilian 
needs. He spoke as though some companies would be 
asked to fold up so far as civilian manufacture was con- 
cerned, and concentrate on the military. 

Asked if Civilian Supply would still have the ration- 
ing job, he answered “Yes,” and said, “That is Leon 
Henderson’s job. We won't have anything to do with 
that—thank God!” 

As the Chairman of the War Production Board went 
on under close questioning he displayed an infinite 
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FASHION 


HORIZONS for SPRING 


Now That Spring Is Just Around the Corner, What Are the High- 
light Styles in Women's Ready-to-Wear and Accessories That Will 
Influence Shoe Selling? How Will Priorities and Shortages Affect 
Styles in Materials and Colors? We Give You Here a Résumé 
of the Past Few Weeks as Trends Have Developed in the Market. 


NOW that the ready-to-wear and accessory markets are 
ready with their Spring lines, what are the highlights 
that the shoe merchant should take stock of? 

First, let’s take ready-to-wear. Suits . . .suits . . . suits, 
are the big fashion story this Spring. There will be suits 
in gabardine, in flannel, in covert, in wool and in tweed. 
Black suits, navy blue suits, beige and grey suits. Navy 
and beige are the two most talked-of colors this Spring. 
Black, of course, is very important. 


When suits are big, accessories immediately take on 
added importance. Neck accessories are going to be 
given a big hand. There will be a great deal of neck- 
wear worn. Mat white jabots, scarves, gilets, bows— 
plenty of bows under the chin—all these are slated to be 
important. These will not be stiffly starched. Imported 
laces will be scarce but there will be lovely domestic 
lace. 


Blouses will be increasingly important. Seersuckers, 
voiles, batistes and chambrays all are being tried out. 
One fashion authority reported that it would be the 
biggest blouse season ever known. All these touches of 
white in the costume should point to a good season of 
dark shoes with white trimming. 


Handbag manufacturers—especially in the quality 
field—are confronted with a shortage of leather. The 
result is lots of fabric bags which are selling at fabulous 
prices. The problem of metal supply for frames is being 
met by using wood. There is the possibility of more 
envelope bags. Practical considerations point to much 
smaller bags which will require less material. A small 
bag could be fastened to the belt or even slipped into a 
capacious pocket, both practical ways of freeing a 
woman’s hands in an emergency. 
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As to gloves, there are plenty of gloves and plenty 
of leathers. There is a strong trend to fabric, however, 
in pastel colors because long leather gloves are extremely 
expensive and the cleaning problem with a non-washable 
pastel leather glove is a luxury that women do not feel 
that they can—or should—afford today. Besides the 
pale pastels and basic colors, bright red, emerald green 
and royal blue, some cyclamen and purple are the high- 
light glove colors. 

The stocking situation is the most serious. Here there 
is a real shortage. According to Earl Constantine, presi- 
dent of the National Association of Hosiery Manufac- 
turers, 30 million dozen pairs will be the total output 
possible in 1942. This represents a shrinkage of 12 
million dozen pairs. Even using all the rayon, nylon and 
cotton—‘“a poor third,” according to Mr. Constantine— 
available, we cannot expect to increase that figure. Colors 
will be much more limited. The Textile Color Card 
Association’s:card, just out, shows only four colors for 
Spring—a skin tone, a golden sun tone, a burnt shade 
and a neutral beige. 


As to millinery, we can have all the hats we want. If 
we can’t get one material, we have plenty of others to 
draw on. Just at present, ribbon is going well in all- 
over hats—grosgrain is appearing in a lot of early hats. 
Synthetic straw is another out when natural straws are 
not available. 

The jewelry trade is in a specially fortunate position. 
Wood, acetates, cork, lucite, silver, are all reported to 
be available. Ingenious designs will provide new style 
interest. 

Cosmetic manufacturers are facing certain shortages, 


according to H. L. Brooks, president of Coty’s, Inc., and 
president of Toilet Goods Association. The quantity of 
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This smart Spring coat, with its 


suggestion of an officer’s trench 
coat, is of pale green suede-fin- 
ished Hockanum woolen. Very 


fashion right for country wear 


as well as over black, brown or 
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navy for town. 


alcohol available for cosmetics is being cut, but excess 
sugar from Cuba and Puerto Rico may be of help in that 
situation. Oils formerly imported from Europe, Africa 
and the Orient may be obtainable from Guatemala and 
Paraguay. Substitute materials for rouge, powder and 


lipstick containers may be found in pressed cardboard, 
a plastic not on priorities and a soft, non-essential steel. 
The first three or four months of 1942 are expected to 
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be good because the cosmetic manufacturers have a 
fair supply of necessary materials on hand, with the 
exception of alcohol. Increased employment and espe- 
cially among women will make for good bu8iness. Every 
effort will be made to maintain quality, even at the 
expense of shortening the line. And the cosmetic manu- 
facturers expect to continue to coordinate their fashions 
with ready-to-wear and accessory styles. 














For every soldier at the front there must be 18 men at 
home working at top speed to back him up. Thousands 
more men and women are enrolled in various divisions 
of civilian defense. Millions of eager, loyal Americans 
have gone out for victory! 

But the “will to do” for victory can only succeed 
when there is stamina to hold to the increasing pace. 
Now, more than ever, the health of the nation becomes 
the hope of the nation. You can’t step up production 
when tired, aching feet slow down willing hands. The 
greatest service that shoe men can render in 1942 is to 
do a better fitting job than ever,’and teach more workers 
to understand the importance ‘of ‘their understanding. 

Every time you fit feet properly you are contributing 
to the winning of the war—you’re helping the wearer to 
feel better and do more. Through National Foot Health 
Week (April 20 to 25) the qualified shoe men of the 
country will unite in telling for the thirteenth time of 
the importance of “fitting feet to keep feet fit.” In all 
these 13 years there has never been a time when foot 
health was so vital to the nation. In fact, National Foot 
Health Week ceases to be the outright promotion pro- 
gram it has been in the past and becomes an expression 
of great civic responsibility. 

Just as many organizations, from great manufacturers 
to local individuals, will unite in furthering public 
knowledge of proper diets and proper preparation of 





foods to provide the stamina to “take it,” so various 
groups will unite in proclaiming the how and why of 
foot health to the end that people shall be able literally 
to “stand up” under the strain. In various communities, 
past programs have included extensive cooperation with 
shoe men of local pediatrists, physicians, health officials, 
and others interested in community welfare. Wherever 
possible, the program for 1942 should go that far and 
further. 

It should enlist the cooperation of every organization 
whose employees are called upon to contribute an extra 
measure of effort in defense or non-defense production, 
and all the individuals, groups and organizations who 
are “volunteer workers” in any capacity, thus adding to 
their daily hours of effort. Likewise those whose home 
duties will become more demanding of time, effort and 
energy. In fact, pretty much every one. 


FOOT Health Week has suddenly grown so big in im- 
portance that it becomes more of a project than the pro- 
motion it was—and, as such, demands the interest and 
attention needed to put it across in a complete and com- 
pelling manner, through the united effort of many, in- 
stead of just a few. 

That is why Boot anp SHoe Recorper URGES get- 
ting prompt action in planning and preparation for Foot 
Health Week in your community. Get together right 
away with your fellow shoe merchants, analyze the 
possibilities, arrange a list of suggestions, and, having 
made that start, invite others who should be interested 











to sit in with you at a near-future meeting when more 
definite plans can be formulated. 

In those cities where something of this sort has been 
done before this will be simple, because it will only 
mean inviting additional individuals beyond those who 
prevously cooperated. But if you have to start from 
“scratch” don’t be alarmed. Anything so important 
begets interest, attention, attendance and cooperation. 
If possible, try to make your second meeting a round- 
table luncheon or dinner—feed em first, then tell ‘em. 

The theme will, of course, be patriotic—definitely one 
of “service” rather than “selling.” It is important that 
foot health, and not the shoe stores, shall be outstanding 
in outlining and developing the cooperative program. 
The attitude should be, buy your shoes at any good shoe 
store that renders skilled fitting service—but be sure 
you buy and wear shoes that keep your feet fit. The 
individual newspaper ads and displays will emphasize 
the stores participating. 


STANCE and foot care are already taught in various 
industries. In Starchroom—The Laundry Journal ap- 
peared this statement: “The ability to stand is largely a 
matter of feet and posture. Waitresses and hotel maids 
are taught to rub their feet daily with a thin film of cold 
cream, to replace the natural oils removed by perspira- 
tion, thereby keeping the skin and muscles elastic and 
comfortable.” Another important point discussed was 
STANCE, “If the right-handed worker stands directly 


in front of the working surface (of the presser) with the 


| National Foot Health Week, April 20-25, Offers Shoe 
Men an Opportunity for a Real Contribution Toward the 
Winning of the War 


To WORK Or FIGHT... 


left foot slightly forward, the swing of the body will be 
easier, lighter, smoother.” 

The matter of posture was given a number of para- 
graphs, calling it “just as important as rest periods” 
though probably not one in 50 knows much if anything 
about it. In the conservation of natural resources 
POSTURE that saves the worker doing muscular work 
of any sort is important—becoming more and more a 
subject of serious consideration by big enterprises. Pos- 
ture, stance and correct shoes combine to make work 
pleasanter, easier and less fatiguing, and permits a high 
degree of development of manual dexterity which, of 
course, leads to more work done with greater ease. 

Have you a defense factory in your town? Whether 
you have or not, a quick survey of the plants of every 
type that require manual work will reveal wonderful 
opportunities for the development of an “angle” to your 
foot health program that will just naturally have the 
interest and support of the personnel or health director 
of these plants. On such a theme you are certain also to 
have the cooperation of medical men, foot specialists, 
health officials and leaders of voluntary groups—of so 
many people. And when these people discuss the all- 
important matter of stance and posture in doing more 
work easier as a patriotic contribution every worker 
can and should make, the matter of correct shoes proper- 
ly fitted will develop naturally, so you need not be too 
concerned about “pushing yourselves forward” in the 
creation of such a program. 

[TURN TO PAGE 28, PLEASE] 



















Adding a touch of humor to the show, Host Leo Carrillo, 
left, wears a Hollywood cowboy suit. Charles Farrell, movie 
star, carries the cup awarded him as the best sportswear 
dressed man. He wears a plaid Shetland coat and plain 
Shetland slacks with brown and white wing tip brogues 


WHEN the master of ceremonies read a wire saying it 
was 18 below zero in Chicago and 25 below zero in 
Minneapolis, the 650 buyers and store owners at the first 
Palm Springs Men’s Sportswear Roundup shivered; 
only as a gesture of defiance, however, begause the 
usual marvelous California sunshine and weather 
greeted them this morning of Jan. 10, at the El Mirador 
Hotel pool, Palm Springs, Calif. 

Around this pool was being held a roundup of sports- 
wear by Los Angeles manufacturers, which featured the 
color, the style, the glamor and the adherence to work- 
manship and detail that typify California sportswear 
and make its name an open sesame whenever sold at 
retail in every sports-minded men’s store in the country. 

Although beiges, tans and yellowish beiges pre-domi- 
nated, there were a number of variations of blues in 
gabardine as well as denim. The trend toward plaid 


Light colored saddle leather wedge shoes are 
worn with this wide wale corduroy jacket and 
Pony Express hat. 





"ROUND-UP" PRESENTATION OF MEN'S SUMMER SPORTSWEAR AT PALM 


SPRINGS, CALIF., BY MEN'S WEAR MANUFACTURERS OF LOS ANGELES, 


SHOWS STRONG WESTERN INFLUENCE IN BOTH STYLING AND COLORS 


sport shirts and loafer coats was very marked. These 
plaids were in the well-liked beiges and yellowish tan 
shades but carried in them quite often stripes of green, 
red and other high light colors to make them stand out 
from the ordinary. 

Slacks were always in solid colors, again in beiges, 
tans, and yellowish tans with an occasional blue pair 
shown. The absence of grey slacks was most marked. 

Shoes featured were almost entirely of the wedge type 
fathered by a California concern. These were made in 
a variety of models and materials either contrasting or 
harmonizing with the rest of the ensemble worn by the 
models. 

A very clever one-eyelet slouch type shoe was shown 
on two models and for informal wear, an open-toe, 


Two-toned saddle leather platforms are worn with this 
leisure costume. The beige flannel slacks show the trend 
toward tapering narrow bottoms. 
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wide-strapped interlaced sandal with a closed back. Some 
very interesting new colors in elk-finish leather were 
shown. One model wore blue saddle leather while an- 
other one wore a very light shade of saddle leather in 
the blonde family of tones. Another model had on a 
pair of cotton fabric wedge type shoes which combined 
beautifully with the elk mudguard and saddle. This made 
a popular combination with the slacks and loafer coat 


worn by the model. [TURN TO PAGE 30, PLEASE] 


The plaid sport shirt on the man at the left features a 

one-piece back and two-way collar which may be worn 

with or without a tie. Aviation type casual shoes with a 

strap fastening were selected for this costume. On the 

other, marine blue saddle leather wedgies complement 
the blue denim coat and slack suit. 





Selling Shoes 
In 
Old Santa Fe 


The Recorder Cameraman Visits America's Old- 

est Capital and Finds a Real Progressive Shoe 

Town, Up-to-the-Minute in Styles, Equipment and 
Modern Merchandising Methods 


Members of the Pflueger family, proprietors of Pflueger’s 
Shoe Store in Santa Fe, go over some of the season’s newest 
shoes. They are John Pflueger, founder of the company. 
seated, and H. L. Pflueger. left, and M. A. Pflueger, right. 


Above: B. W. Petchesky, head of the 
Guarantee Shoe Store in Santa Fe. 
makes a hobby of hosiery selling. 
He’s shown here as he set up a reg- 
ister stand display of hose early one 
morning. In addition to being a good 
shoe merchant, Mr. Petchesky owns a 
large New Mexico ranch and finds 
time for some fishing both in summer 
and winter. 


CAPITAL city of the second young- 
est state in the Union—it wasn’t ad- 
mitted until 1912—Santa Fe, N. M.., 
is still the oldest capital in America. 
Founded in 1610,;a full decade before 
Plymouth, it stood for more than 
200 years as the northern capital of 
New Spain, ruling a vast territory 
which now comprises half 4 dozen 
states. End of the world-famous 


are located most of the city’s leading 
shoe stores, stands the ancient Palace 
of the Governors which was built in 
1610 when the town was founded. 
The five-foot thick adobe walls of 
the ancient structure are still in good 
repair. Across the way stands the 
oldest church in America, another 
ancient adobe-walled structure found- 
ed by early Catholic missionaries in 
the days of the first Spanish settle- 


Left: Mac Feldhake, who has changed 
his window displays daily since opening 
his progressive Santa Fe Footwear Shop, 
snapped as he was preparing a Spring 
window. Mr. Feldhake, believes that 
with style playing as important a part as 
it is today in footwear marchandising, 
no merchant can change his windows too 
often. The more new styles placed on 
display, the oftener customers will look, 
he points out. 


One of the outstanding personalities 
in New Mexico’s shoe trade is “Tony” 
Taylor, head of the Old Mexico Shop 
in Santa Fe and the man who is gen- 
erally credited with popularizing the 


Santa Fe Trail from Missouri, it was 
still the principal trading center of 
the West less than 100 years ago. 
And even today, Santa Fe is little 
different than for a century past. It 
has grown rapidly in the last.several 
years, now having a population of 
some 22,000. But it retains much of 
the rich flavor of the old Southwest. 
On the original plaza, near which 


ments. 

‘Even the. most modern business 
houses in the city have cooperated in 
maintaining the desired old-time at- 
mosphere with architecture modeled 
after the original Spanish and Indian. 
For instance, the big Woolworth 
store on the Plaza is housed by a 

[TURN TO PAGE 30, PLEASE] 
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Mexican sandal in the United States. 
Way back in 1927, Mr. Taylor im- 
ported these sandals and a few years 
later gave them the name by which 
they are now known nationally— 
“huaraches.” This name, incidentally 
is one of Mr. Taylor’s original con- 
coctions, having no Spanish transla- 
tion. The Santa Fe dealer maintains 
only a small retail shoe department 
in his Old Mexico Shop but his up- 
stairs warehouse is crowded with 
straw baskets filled with sandals. 
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LOUIS BENDHEIM, owner of Bendheim Brothers, Wil- 
mington, Del., is a successful retailer who believes in 
“staying put.” He has been in the shoe business for 
31 years in one town—as a matter of fact, at 708 
Market Street since 1921. Since 1910, when he opened 
his original shop, he has been catering to the wants of 
shoe customers. 

Asked to summarize the ideas or practices which have 
made Bendheim Brothers the outstanding shoe store of 
Wilmington, Mr. Bendheim pondered a moment or so, 
and then said: “We insist on high-grade merchandise 
and we consider the customers always.” 

Undoubtedly these are cardinal points but there are 
other considerations worthy of noting. For example, 
there is his reliance on specialists for window display 
and advertising. His window showings of shoes are 
always unusual, not merely because the arrangement is 
pleasing and dramatic, but because there is point to 
them, as well. In truth the displays of this shop with 
a narrow frontage on Market Street compare favorably 
with metropolitan windows. 

Mr. Bendheim, having solved most of the problems 
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Tested Sales Practices 


Louis Bendheim, Owner of Bendheim Brothers, Wilmington, Delaware, One 
of the Most Successful Retail Establishments in That City, Has Proved That 


Their Observance Is of Prime Importance in Building a Retail Business 


LOUIS BENDHEIM 


common to the trade, has had the satisfaction of seeing 
his business extend far beyond the local trade area. 
For his customer list is not confined to Wilmington, with 
its population of 115,000, nor even to its immediate 
vicinity. This Delaware shop reaches out into Mary- 
land, drawing customers from Elkton 30 miles away 
and from Baltimore, 75 miles distant. It also gets a 
substantial quota from Pennsylvania, from both Phila- 
delphia and Chester. 

Why? Well, there are those two principles, of course, 
which Mr. Bendheim holds important—high-gragle mer- 
chandise and consideration of the customer. And to 
illustrate the practical working out of this theory, it 
might be mentioned that the store’s slogan is: “No sale 
with a misfit.” 

“If a customer is actually misfitted here,” says Mr. 
Bendheim, “he gets another pair.” 

Another factor tending to attract customers is the 
friendly atmosphere of the store. The sales force takes 
a genuine interest in the customer. Most of them have 
been employed by Bendheim Brothers for a long time. 

[TURN TO PAGE 30, PLEASE] 
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THE greatest turning point in human history is here 
now—for the world, for America and for you. It’s do 
or die for the world we know and the America we know. 
It’s up to you—for every adult man and woman in 
America must be put upon a war footing. Each and 
every one contributes something for or against victory. 

These are strong words. Face them you must! Let’s 
see how this changing world will affect you in your 
business. 

Let’s reduce it to terms of business as it applies to 
the average shoe store. Customers are buying shoes— 
because the farmer and the war worker and all those 
who touch either one of them, have money to spend. 
Spend it they will because that’s the nature of men and 
women, even at war. 

The government will take all that it can and you had 
better face the fact that the “free-spending” customer no 
longer belongs to you. The government owns him and 
will tell him where he is going to work; what he is going 
to do. By ways that are devious and strange, money is 
going to be extracted through taxes (direct and indirect ) 
and may eventually reach a stage of payroll deductions. 


THE consumer is no longer a free agent to buy what he 
wants—as he has already found out in automobiles, tires, 
etc. The shoe merchant still thinks he is a free agent. 
In a way, the merchant—believes that he is going to 
make money and lots of it because his is a commodity 
that is in universal use—and from present indications 
it looks as though he will get shoes, somehow, to satisfy 
that public with money to spend. But, by and large, he 
is not looking beyond the end of his nose. 

We hate to say it but the average shoe merchant in 
America doesn’t want to know too much. He doesn’t 
want to know how to do business the scientific way for 
if he did he would have approached the teachers from 
the business schools at Chicago and Fort Worth and 
asked them what are today’s ratios of store operation to 
cost and mark-up; and what is the margin of profit he 
can expect. Very few merchants wanted to know at 
Chicago and Fort Worth. It was as if they all said: “I 
know how. Nobody can teach me. Give me the shoes 
and I'll do the rest.” 

What a fool’s paradise—because a blast of competi- 
tion is going to hit retailing and we don’t mean MAYBE. 
First, the competition for the supply of “wanted” shoes. 
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Your Greatest “Turning Point” 
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The merchant who cannot pay his bills ON TIME and 
who has been coasting along on small capitalization, 
isn’t going to get the shoes he wants, when he wants 
them. Credit has suddenly become a stubborn wall. 
And that goes for big chains, big stores, department 
stores as well as the little family store—or what have 
you—that vends footwear. 

You see, other business men everywhere have sud- 
denly awakened to the fact that a shoe store is a busi- 
ness that isn’t likely to be swept away and it’s a rather 
steady business, not so subject to style changes if you 
play it down the middle road. So there will be many a 
man from a displaced business who will now step into 
shoes, and that’s no small-time competition. 


WATCH out for the big mail order houses who have 
lost a hundred million dollars and more in their heavy 
sales items—automobiles, tires, refrigerators and every- 
thing else sold on the installment plan. These immense 
organizations with chain store and catalog set-ups have 
always figured that soft goods like shoes were a “natu- 
ral.” They are going into it with all the wealth, power, 
prestige, push and promotion they are capable of— 
and their capacity is unlimited. 

And yet, David has always licked Goliath with a little 
stone that he knew how to sling—straight and sure to the 
mark. He can do it again but it has got to be the right 
shoes, at the right time, in the right fitting and FOR 
CASH! Shoes may be classified as soft goods but there 
is no longer room for soft practices. Get the hard cash 
and let the credit go. You no longer need to “baby” the 
customer—he and she can take it. 

Furthermore, if with one accord, every voice at the 
fitting stool in this country could shout so that all the 
public could hear it: “YOU CAN’T BUY SHOES ANY- 
WHERE ELSE BUT OVER THE FITTING STOOL, 
with an intelligence behind that stool that knows length, 
width, proportion, extension, shape, contour and prac- 
ticability”—then we would have a victory at home for 
shoes and for American feet—growing, walking and 
working feet. If we could, once and for all, FIT FEET 
instead of fit shoes, we would do our part and at the 
same time preserve and protect the future of a living, 
useful shoe industry. 

If by some universal miracle there could be an edict: 
“No shoes are to be sold off the counter,” the feet of little 
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THE EDITOR’S OUTLOOK 


children would rejoice. The American public is unpre- 
pared for walking—not so much because of the auto- 
mobile and speedy transportation; but because shoe fit- 
ting is taken for granted—as something anyone could 
do. According to one of the most recent Gallup Polls 
on walking, it was revealed that 43 per cent of the people 
do no daily walking outside of their work, 25 per cent 
walk one mile or less; 15 per cent walk two miles; 6 per 
cent walk three miles; 3 per cent walk four miles, and 
8 per cent walk five miles or more. 


Now, mark you well! There is an obligation back of 
all this and if there is to be a turning point in American 
history as well as your business history, you had better 
face the fact—and that is a responsibility for the fit and 
the health of American feet—a responsibility that says 
that if these shoes don’t fit and don’t serve, you get a 
pair that do fit and do serve. 

We have skirted around this issue for years, feeling 
that after all, the business law is: “Let the buyer be- 
ware.” But once the industry accepts the responsibility 
of fitting every pair, it must be prepared to have sizes 
and widths and a competent man at the fitting stool. 
There is more to it than just a declaration! This could 
be made the greatest opportunity in the history of the 
trade for real progress that gives to every man, woman 
and child real assurance that shoes can help in war and 
in work and not cripple, retard or delay. 

That’s the true answer to having America on a war 
footing—the responsibility that every sincere shoe man 
should take as his own. You just can’t continue to let 
shoes dribble the careless American way, at a time when 
one of the greatest wastes is loss of energy to do the 
work and to make for victory. 


You may say this is high-sounding stuff but in your 
inner heart you must know that you haven't really 
started to sell and serve the way you can do it best. 
There is always some reason why “it can’t be done” 
in America. It’s just like saying: “We’ve always made 
samples 4 B and we always must” even though we know 
there are practically no 4B feet in America—one tp 
ten thousand people or thereabouts. Yet we waste mil- 
lions of samples and think nothing of it. Conservation is 
soon to be the great American war cry. 

What about the merchant who buys twelve pairs of 
wanted shoes, knowing full well that he is not going to 
fit correctly 25 per cent of them—the eye is served even 
though the foot shrieks high torture? 

But there it is—the opportunity that comes only once 
in the lifetime of an industry to put itself on the right 
footing so that for years to come people will give thanks 
for the awakening. The public, in a way, hasn’t been 
ignorant of the possibilities of foot comfort—a token of 
which is the tremendous interest in play shoes, casuals 
and soft softees. 
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—CONTINUED 


But to dress and look the part, regular shoes must be 
made and sold and served and it is this field that repre- 
sents the real shoe business that moves through shoe 
stores with fitting stools. It is the business worth pre- 
serving and it merits serious thinking at this time—the 
great turning point in American history and in yours. 

All shoes may look alike in the window but their per- 
formance value is different on the foot. Merchants, the 
country over, need to know what goes into a shoe and 
why and just what the performance value of that ingredi- 
ent is. The public is receptive to explanation because it 
knows only too well that war affects everything—the 
things we eat, the things we wear and the things we do. 


ONE of the finest suggestions to date was made by Ma- 
jor Joseph W. Byron, Chief of the Leather and Shoe 
Division, WPB, Washington, D. C., at Hershey, Pa. He 
prefaced his suggestion with the quotation: “A wise 
man makes an opportunity out of an obstacle,” and then 
said: “You might display, with your new shoes, a win- 
dow card saying: “This shoe does not contain anything 
that interferes with the defense program.’ ” 

For you must know that the standards of ingredients 
which were available two months ago won't be possible 
two months hence because there is coming the greatest 
readjustment of component parts of shoes that has ever 
happened in the life of the industry. These new shoes 
must be talked about, explained and promoted—for they 
can and will be sold on their merits at the time of sale. 

To that extent the American public accepts war as a 
period of self-denial and cooperation. The public will 
cooperate with you in saving paper, string and delivery 
costs so isn’t it up to you to cooperate with the public 
to the extent of giving the best in well-informed service? 

Our President has said: “This generation has a ren- 
dezvous with destiny” and by the same token, we say: 
“This generation of shoe men has a rendezvous with 
destiny.” Orily two generations ago, the industry was 
in its pioneer stage, adapting machinery to the greater 
work of making shoes in sizes and widths, “ready-made 
for the foot.” The generation which followed, improved 
the product but at the same time had less and less re- 
spect for its distribution. While it was marking time, 
huge institutions, interested in price alone, came in and 
took over. 

Well, here we are, face to face with the work of this 
generation to do a better job all the way down the line, 
to the end that the American public might be able to get 
a little more walk, a little more work and a little more 
happiness out of footwear—the basic locomotion for 
mankind. It is therefore the duty of this generation of 
shoe men to establish a strong position for footwear so 
that future generations of shoe men will say: “The in- 
dustry was not found wanting at the-time of its greatest 
turning point.” 
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SIMPLE ARITHMETIC PROVES 





YOU NEED MORE PATENT 
CEATHER SHOES! 


MILLIONS of women are devoting time and energy to wartime activities. 
Nobody knows how many are so engaged because so much volunteer 
effort is part-time. It is estimated that not more than two million women 
in the nation will need regulation-type, or anything akin to defense 
workers’ shoes. 


Over 96% of America’s women will dress this Spring as they always 
have. Air-wardens, clerical workers, social service staffs, etc., will want 
patent leather shoes every bit as much as will the debutante, the 
housewife, stenographer, and factory worker. 


Newspapers are full of articles emphasizing the importance of truly 
feminine fashions. Don’t underestimate your needs for patent leather 
shoes this Spring! Be sure fo have enough of the shoes which make 
every woman's feet look prettier! 
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Let’s Keep Feet Fit to Work and Fight 


[CONTINUED FROM PAGE 19] 


The writer can visualize a lecture by 
prominent persons, competent to speak, 
illustrated with large sketches and live 
models in bathing suits, on how correct 
posture can be gained by standing 
against a wall with heels, shoulders and 
flat of the back touching the wall. 
Visualized also would be the effect of 
shoes correctly fitted, the proper way 
to walk, and stand, and other interest- 
ing points in foot health and body hea]th 
through foot care and proper shoes. 

But this is only one angle of a pos- 
sible cooperative program. The situa- 
tion is a “natural” for a slogan contest: 
“A nation at work needs feet that 
are fit.” 

“You can’t step up production in shoes 
that hurt your feet.” 

“Tired feet will slow down willing 
hands.” 

“To march or work, we must have 
feet that are fit.” 

With these as “starters” you can get 
many more slogans and a great deal of 
interest with a contest. Walking races 
have gained valuable attention in sev- 
eral instances. And perfect foot con- 
tests have also been popular. 

How about having a “roving reporter” 
asking about shoes and foot comfort 
among the air raid wardens, men and 
women, and also factory workers. 


Actually, the opportunities are so great 
that once you start the ball rolling, you 
will undoubtedly discover more ideas 
than can be used among your coopera- 
tors. Because of the wide-spread impor- 
tance of foot health in the “all out” 
effort you are sure to have a tre- 
mendously interesting program and an 
audience that is more interested than 
ever in what you have to tell them. 

We have discussed a “cooperative” 
program. In addition there will be cer- 
tain features that will apply particu- 
larly to the individual store that wishes 
to cash in through good tie-up—adver- 
tising, displays and in-store features 
designed to stress the importance of 
your store as a foot health center. One 
of these, and one that requires early 
attention, is FULL STOCKS OF FEA- 
TURE SHOES, so that customers re- 
sponding to your promotion will be 
fitted without bother or delay. 

As in past years, Boor AND SHOE 
RECORDER will bring you more ideas 
for publicity, for newspaper advertising, 
for displays, in articles to follow short- 
ly. Watch for them, but get your 
FOOT HEALTH WEEK promotion pro- 
gram started NOW, so that you will 
have it well under way before Easter 
business demands your full attention. 

Keep ’em stepping! 





Washington News Reel 


[CONTINUED FROM PAGE 15] 


patience. After having said that one of 
his major concerns was the spreading 
of government purchases among small 
and large companies alike, he was asked 
how he proposed to do this inasmuch 
as he was going to employ practically 
the same personnel to do the job under 
the new setup which had made a con- 
siderable failure under the old. Nelson 
replied that the new organization would 
have sufficient authority, and a changed 
attitude toward small business, which 
he maintained would be occasioned by a 
better understanding of the job. 


Shortly after the announcement of 
the creation of the War Production 
Board, Herbert Emmerich, Secretary of 
the Board, said that “lawyers’ refine- 
ments of due process, or ideals of how 
an administrative tribunal should be 
run, take too much time in the case of 
the job we have to do.” 

Mr. Emmerich added that the only 
elements that the WPB would look out 
for were notice and consultation of 
members of affected industries, and 
undoubtedly because of pressure of time 
some industries would suffer greatly. 

Reminded of the Baruch phraseology 
as to the effect of the old War Indus- 
tries Board on industry, when he said 
that the Board had stripped the flesh 
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away from the body of industry leav- 
ing the skeleton, Mr. Emmerich said 
that he hoped that would not be the case 
this time, but that industry had been 
left pretty “fat” before. 


* * * 


William Knudsen, former Director 
General of the defunct OPM, was 
treated to one of the “Dear Bill” letters 
which Mr. Roosevelt sends to his: lieu- 
tenants when they resign or are re- 
placed. To heal any wounds that might 
have been inflicted when he was re- 
moved from OPM, the President made 
Mr. Knudsen a Lieutenant General. 

In announcing Mr. Knudsen’s appoint- 
ment, the President said: 

“Bill Knudsen is one of the great 
production men of the world and his 
acceptance of this new post means that 
he can give his entire time to the direc- 
tion and expedition of production, a field 
in which he has no equal.” 


*. * 


Harriet Elliot, former dean of North 
Carolina’s Women’s College, who re- 
signed as head of the Consumer Di- 
vision of OPA some weeks ago because 
of pressure brought by Leon Hender- 
son, can’t seem to resist the tinsel glit- 
ter of wartime Washington. She has 
gotten herself hired as a consultant to 
Mr. Henderson, and is back at OPA. 


One-Man Go-Getter 


THIS week we present a big buyer 
from the Middle West. (Photo on 
page 14.) 

Before President Roosevelt  tele- 
phoned him to come to Washington, in 
the Spring of 1940, Donald M. Nelson 
had been executive vice-president for 
Sears, Roebuck & Co. at $70,000 a year. 
A man has to have “something on the 
ball” before anybody is going to pay 
him money like that. Among other 
things, apparently, Mr. Nelson knew 
what to buy and where to buy it. Not 
that any one man could handle the 
whole buying job for an outfit like 
Sears, but Mr. Nelson had demonstrat- 
ed an unusual ability to supervise, con- 
trol and co-ordinate. That was why 
Washington wanted him, with the co- 
lossal defense program looming up in 
the offing. 

Ever since he came to Washington 
in 1940, Donald Nelson has had his 
finger on the buying lever, and the pro- 
duction controls so closely related to 
the buying branch of the defense 
effort. He was director of the Division 
of Purchases of OPM (Office of Pro- 
duction Management). Then executive 
director of SPAB (Supply Priorities 
and Allocations Board.) In these jobs 
he had power over priorities, could de- 
termine who had first call on materials, 
but the Army and Navy did the actual 
buying. All that is changed now; in 
his new job as Chairman of the War 
Production Board, Mr. Nelson has prac- 
tically unlimited power over production 
and procurement. One of his first acts 
was to abolish the OPM, with its cum- 
bersome two-man supervision over de- 
fense production, against which busi- 
ness had protested in vain ever since 
the defense program got under way. 
From now ‘on Nelson is the one-man 
boss. 

Aside from his ability as a business 
executive, Mr. Nelson is favored with a 
rare personal gift of getting on with 
men. He is calm, reasonable, soft- 
spoken. He gives the impression of 
wise judgment and fair mindedness. 
He can “get tough” without seeming 
to be dictatorial or arousing resentment. 
On the basis of past performance, he 
seems an ideal choice for a job that 
combines tremendous power with ex- 
traordinary importance, and that prom- 
ises to make him, in effect, the biggest 
buyer in the world’s history. His de- 
cisions in one way or another will affect 
every business man in America. Boor 
AND SHOE RECORDER wishes him com- 
plete success in a job that will vitally 
influence the future course of the war 
and of America. 


Give $500 to Red Cross 


BrRooKLYN, N. Y.—The shoe workers 
of Grossman’s Shoes, Inc., have donated 
$500 to the Brooklyn chapter of the 
Red Cross. This action is the fore- 
runner of other such donations of the 
Brooklyn shoe factories who are also 
contributing in a like manner. 
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FOOTNOTES ON FASHIONS 


Now Is the Time for Planning stockings. Rayon is more slippery than silk. Cotton is 


NOW is the time to think about Summer vacations. less slippery than silk. You're going to have to fit 


; se : 
Where will your customer be going this Summer? Will rab ant — oa Sane io inpesesing. enebers 20 


she choose inland resorts this meee oi agarne's and Red Feather is the new promotional name for Flag 
lakes inate of seashore? bes there be erin biking Red. The idea is spreading all over the country. It is 
and Nad oti less beach bath ing and sunning? Less the clear red shade . . . not too yellow, not too blue . . . 
golf and tennis, more bicycling and lake hosting? Or which is the volume color in this season’s wide range 
will many more of your customers stay at home, perhaps ok sak tae. 
not even going on a day’s motor trip as often as for- 
merly? All these changes will determine the kinds of 
shoes that will be worn. ' 

White hats, white handbags and white shoes are being 
seriously discussed as blackout aids. Here is a vital new 
promotional angle to selling whites. 

New fitting problems are coming up with the new 


Fashion in the Latin American Way 


WILL full peasant skirts, handwoven effects in fabrics, brilliant 
color combinations in embroideries, stripes and plaids be taking 
the center of the fashion stage in the coming months? Will the 
influence of Latin America make itself felt in a growing vogue for 
silver jewelry and peasant sandals of natural color leathers and 
coarse colorful fabrics? Year by year we have been learning a 
little more about these gifted neighbors to the south of us. Now 
must be the time when we really recognize the wealth of inspira- 
tion and raw materials lying at our door. R. H. Macy & Co. of 
New York has been telling the story in a super promotional and 
educational job. Other stores are doing similar jobs, many of 
them as a permanent business. There is a gold mine of ideas . . . 
merchandising and promotional . . . in Latin America. Sketched 
here is a Guatemalan costume with a typical background. 


HAVE you seen what’s been happening to the slacks suit lately? No longer 
a play costume, it is coming into an era of real usefulness as an essential 
functional garment. You see it everywhere. Right in the heart of Chicago, 
women as well as girls, have been wearing slacks this Winter. And it was 
not just a cold weather protective measure. Down in Texas at the recent 
convention our Editor was struck with the number of slacks seen on the 
streets. To a growing trend the war has given strong impetus. Women are 
going into defense factories and the trouser suit . . . 1942 version of the 
slacks suit . . . is the practical garment to wear, where overalls are not re- 
quired. Pupils at First Aid courses are requested to wear slacks for certain 
demonstration lessons. And then there is the stocking shortage tending to 
a growing vogue for trousers. With these trouser suits the low wedge heel 
is the ideal shoe. No other heel looks so right with trousers. 
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Shoes for the Summer Sport Season 


[CONTINUED FROM PAGE 21] 


One of the most startling shoes shown 
was a rough leather mudguard shoe in 
a chamois shade, trimmed with a smooth 
leather in the same shade. 

Throughout the showing was a dis- 
tinct western influence, a trend which 
is gaining momentum among men who 
appreciate this thought in their casual 
attire. Embroidered shirts for casual 
wear reflected the cowboy styling. A 
Los Angeles hat manufacturer intro- 
duced a new type of sports hat called 
the “Pony Express,” it having an ex- 
ceedingly wide brim, very swagger in 
appearance. 

Significant was the showing by eight 
sportswear manufacturers of “Mr. & 
Mrs.” tailored garments, with identical 
matching footwear patterns and mate- 
rials, for both the men and women. 

A well-known California maker of 
men’s ties showed a line of neckwear, 
some of which was trimmed with 
leather, which closely followed the 


shoe fashioning at this roundup. 

As a gag, one sportswear maker pre- 
sented “Cowboy Dinner Clothes” with 
vari-colored sueded leather used as 
the material of the tail coat, all of 
which was fringed in true Western 
fashion. 

High lights were the awarding of 
trophies, one to Charles Farrell for 
being considered America’s best 
dressed man in sports and casual wear, 
with the other going to Leo Carrillo as 
being the best-dressed typical native 
Californian. 

Quality, style and color featured this 
first national showing of sportswear by 
the Men’s Wear Manufacturers of Los 
Angeles. 

Considerable credit for this showing 
goes to Julian N. Cole, president of the 
association, to his executive committee 
and sub-committees and to Phil Lans- 
dale, managing director of the 
“Roundup.” 





Tested Sales Practices Succeed 


[CONTINUED FROM PAGE 23] 


They know their customers. Two of the 
saleswomen have been with the shop 
since its beginning, 31 years ago. It is 
of interest in this connection, to note 
that the staff is equally divided be- 
tween men and.women. Women fit 
women, and men fit men. 

Mr. Bendheim has endeavored to get 
behind these fairly obvious reasons for 
patronage from a distance. For in- 
stance, he has asked customers who 
normally might be expected to buy in 
Baltimore, why they come to Wilming- 
ton. Some say that they find it more 
pleasant to shop in a smaller store. 
Others say that they like the shoes they 
get there. Then, too, in some cases 
shoe prices have been found to be con- 
siderably below those in other places, 
a fact made possible by lower overhead 
and certain other factors in manage- 
ment. 

Regarding advertising, this store has 
a clearly defined policy. There are four 
mailings to customers each year. Sale 
posters, also, are sent out twice an- 
nually. What is significant, however, is 
the fact that Mr. Bendheim believes in 
scientific advertising. To accomplish 
this he uses the services of a good 
agency. This policy should not be con- 
strued to mean that he relinquishes all 
responsibility for copy, for the agency 
copywriter keeps in close touch with 
the store, making visits every week. In 
fact, the specialist who writes the ad- 
vertisements has eome to know at least 
as much about the shoe_business as the 
average good copywriter for the shoe 
department in a large metropolitan 
store. 

Mr. Bendheim’s belief that it pays to 
rely on specialists is further illustrated 
by his employment of a capable display 
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man who works on a part-time basis. 
The wisdom of this is evidenced by win- 
dow displays of shoes which attract 
attention. One, featuring a large cen- 
tral key and a slogan about a woman’s 
shoes being the key to smart dressing, 
had the artistic appeal likely to move 
women. Another window to the left, 


-carrying men’s shoes, was built around 


the comfort motif. 

Bendheim: Brothers has been a. suc- 
cessful store over the years because of 
observance of time-tested practices, but 
for a full understanding of the growth 
of this business and its hold on an un- 
usual trade area today, it is necessary 
to know and appreciate the man be- 
hind the business. Louis Benheim loves 
buying and selling shoes that please his 
customers. Satisfaction with his work 
and genuine interest in his customers 
has built a store radiating content and 
good will—which customers enjoy as 
much as good shoes. 


Winthrop Opens New York 
Sales Office 


New YorkK—With a steadily increas- 
ing sales volume, the Winthrop Shoe 
Co. has found it necessary to establish 
a New York office in order to better 
serve its customers in that section of 
the country. 

The office is located in the Mar- 
bridge building and is in charge of 
Winthrop’s eastern representative, 
Irving Butt. 

The furnishing and decorating of 
the new office was under the super- 
vision of Mrs. Rose Klein. a promi- 
nent interior decorator of New York. 


Selling Shoes in Old 
Santa Fe 
[CONTINUED FROM PAGE 22] 


structure housing an American Woo!- 
worth unit. 

Narrow, winding streets, only a few 
of them paved, wander aimlessly about 
the ancient town. At times, you'll find 
Indians with old-fashioned burro carts 
laden with fagots plodding along the 
dusty roads on their way to or from 
their nearby pueblo dwellings. Beside 
them, you’ll see parked the |imousines 
of wealthy vacationers from New York 
and San Francisco. 

Amid all this, you could expect to find 
some good shoe stores—and some un- 
usual ones. And you do. For a town of 
only 22,000 population, Santa Fe prob- 
ably has more truly progressive shoe 
men than most any other city in the 
United States. These shoe men know 
how to merchandise. They use modern 
equipment—not only fixtures but also 
X-ray machines and so on. They hire 
excellent shoe fitters. They’re up to the 
minute on styles. 

As a result of all this, you’ll find an 
unusually large mail order business 
being done out of Santa Fe. Numbers 
of visitors who come from either coast 
to spend their Summers in Santa Fe, 
continue ordering shoes from the local 
stores even after they return to their 
homes. All in all, America’s oldest capi- 
tal city is one of the nation’s most 
interesting shoe towns. 


Chicago Travelers Cooperate 
In Defense Stamp Drive 


Cuicaco, Itt.—The Shoe Travelers 
Association of Chicago is certainly do- 
ing its share toward the nation’s war 
effort. A total of more than $25,000 
worth of defense stamps and defense 
bonds have been sold through the or- 
ganization. The association headquar- 
ters in the Morrison Hotel are used as 
a stamp sales station, selling stamps 
to guests of the hotel as well as to 
members of the shoe trade. A majority 
of the members of the association have 
pledged weekly or monthly amounts of 
stamps and bonds to be purchased at 
headquarters. Sub-stations for. sales 
of stamps have also been opened in 75 
retail shoe’ stores in Chicago. 


Lutman Joins 
Moulton-Bartley Staff 


St. Louis, Mo.—Walter Lutman re- 
cently joined the sales force of Moul- 
ton-Bartley, Inc. He is carrying their 
line of Modeart Shoes in the North 
Central States. 

Mr. Lutman was formerly with 
Boyd-Welsh for 15 years, later spend- 
ing a year with Rosenthal and 
Doucette before joining the Moulton- 
Bartley organization. 
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Rubber Footwear Styles to Be Simplified 


Conservation Order Amendment Considered Less Drastic, in 
Effects on Pairage and Quality, than Some 
Had Anticipated 


Boston, Mass.—Executives of rub- 
ber footwear manufacturing companies 
in New England said on Monday of this 
week that the government’s January 
23 amendment to its original rubber 
conservation order, while drastically 
curtailing the quantities of new rubber 
which henceforth may be used in mak- 
ing their products, does not necessarily 
mean a corresponding decrease in the 
number of pairs to be manufactured 
in the future, nor does it mean that 
new-rubber substitutes, if and when 
used, will result in a decrease in qual- 
ity as severe as has been predicted by 
some. 

The restrictions, effective February 
1, provide, it is pointed out, that in the 
case of waterproof footwear for civilian 
consumption, only 40 per cent of the 
amount of new rubber used during the 
twelve months ended March 31, 1941 
may be used during the current year. 
In the case of canvas footwear, no mat- 
ter what the type, and rubber footwear 
for workmen, this percentage is 30. 
This new ruling, it is said, will have 
the effect of causing the industry to 
swing into action with a two-fold pro- 
gram which was planned long ago and 
which has been perfected within the 
last three weeks. The first part of this 
program calls for simplification and 
standardization of lines. The emphasis 
is to be placed on utility rather than 
on novelty. So-called high-style num- 
ers, with the exception of those which 
may already be in stock, are gone for 
the duration, but it is not expected 
that there will be any marked shortage 
in waterproof footwear of the type 
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Dates to Remember 
Monthly Shoe Buyers’ Days, Shoe 


Official Opening of American 
Leathers for Fall, 1942, Tan- 
ners’ Council of America, and 
N.S.R.A. Style Conference, Wal- 
dorf-Astoria Hotel, New York. 

March 23, 24, 1942 

NATIONAL FOOT HEALTH 
WEEK. April 20-25 1942 

Introduction of Fall Footwear Fash- 
ions, St. Louis Shoe Manufac- 
turers Association, New York 
City. May 4, 5, 6, 7, 1942 

Central States Shoe Fair, Hotel 
Morrison, Chicago. Ill. 

May 17, 18, 19, 20, 1942 





which affords the protection for which 
it was originally intended. In the case 
of canvas footwear. styles will be re- 
stricted to those which are basic and 
essential. 

The second part of the program is 
to employ to the fullest degree new 
methods of treating old rubber, known 
as re-worked rubber. Some of these 
methods already have been made prac- 
tical: others are in process of being 
worked out in the research laboratories 
maintained by all the larger rubber 
companies. No curtailrhent of the use 
of this re-worked rubber has been de- 
creed. In fact the administration order 
specifically directs that many articles 
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Sees Continued Importance 
Of Style During War 


ROCHESTER, N. Y.—M. A. Mittleman, 
former president of the National Shoe 
Retailers Association, who is head of 
the I. Miller stores in Rochester, 
Cleveland and Buffalo, believes that 
style has a place in the effort being 
made to win victory in the war. 

“The government realizes the value 
of maintaining the morale of the 
American people,” he said, “and it is, 
therefore, encouraging men and women 
to wear smart clothes, including foot- 
wear, as a means of maintaining their 
cheerful spirits. There will be no 
blackout in the shoe business. Of 
that you may be sure.” 


Pennsylvania Travelers 


Elect Officers 


PITTSBURGH, Pa.—The Pennsylvania 
Shoe Travelers’ Association, whose 
headquarters are in Pittsburgh, held 
their first meeting of 1942 recently, 
before a sizable group of shoe men. 
The meeting was under the direction 
of the president, George H. Hutchins. 

The following officers were elected 
for the year 1942: George H. Hutehins, 
president; Lewis Manheim, vice-presi- 
dent; Joseph Yorkin, secretary-trea- 
surer. 


Represents St. Louis 
Line on Coast 


Los ANGELES, CALIF.—Lynn E. Ther- 
kelsen is now representing Shu-Styles 
of St. Louis in the southern California 
territory and will have his headquar- 
ters at the Hotel Lankershim. 

Mr. Therkelsen has been selling shoes 
in this section for the past 18 years, 
so has an excellent acquaintanceship 
with West Coast shoemen. 














Exceptional Opportunity 
FOR ADVANCEMENT IN THE RETAIL FIELD 


The J. C. Penney Company. with over 1600 stores in forty-eight 
states, needs men between 20 and 30 years of age with a high 
school education. or better, who have had selling experience in 
dry goods, shoes, or wearing apparel. 


Men start as salesmen and are given a thorough training in the 
merchandising methods that have made the Penney Company suc- 
cessful. Advancement is based on merit—not seniority or favoritism. 
Store managers are appointed from the ranks and are paid not 
only a satisfactory salary but also a liberal share of the profits. 


For forty years the Penney Company has served American families 
with apparel and essential home needs. Today. our part in’ the 
savings and thrift program of America is more vital than ever 
before. 


If this opportunity interests you. and you are not now working in 
a war industry. write immediately to the Penney Company, giving 
complete information about your qualifications, and an interview 
with one of our representatives will be arranged in the near future, 
and at a point convenient to you. 


J. C. PENNEY COMPANY, INC. 
330 WEST 34TH STREET. NEW YORK CITY 























Boston, Mass.—Forty New England 
manufacturers during 1941 (up to Dec. 
20) received contracts to make 7,356,- 
108 pairs of military footwear, valued 
at $26,631,270, it was announced recent- 
ly by the New England Shoe and Leath- 
er Association. This was, it is said, 
53 per cent of the total awards for the 
country as a whole, total volume being 
18,696,579 pairs, valued at $49,590,372. 

“In addition to this total,” says a 
statement issued by the association, 
“approximately 1,000,000 pairs of garri- 
son and service shoes purchased during 
the last week of December, and 600,000 
pairs of nailed-construction shoes for 
the Russian government, are not in- 
cluded because no official statement was 
ever released on these awards. Also, 


N. E. Firms Get Majority of Shoe Awards 


the production total for the state of 
New Hampshire does not include the 
output of the International Shoe Com- 
pany, which is listed in all awards as 
St. Louis, and the state of Maine figures 
do not include the output of the Belfast 
plant of Daly Bros. Shoe Company, as 
the awards made to this company are 
all listed for Boston. 

“During the year 1940, New England 
shoe manufacturers received military 
shoe awards totaling over 2,764,303 
pairs valued at $9,072,502; whereas the 
total U. S. awards were 7,131,543 pairs, 
or at a ratio of 39 per cent. Massa- 
chusetts manufacturers received 83 per 
cent of the total New England contracts 
during 1941, as can be seen from the 
following table: 





First Half, 1941 


Maine—Pairs 
per pair 
Total value 
New Hampshire—Pairs 
Price per pair 


Total, 1941 
6,082,547 
$4.37 
$22,184,646 
530,198 


Second Half, 1941 
3,487,501 


$4.18 
$12,827,080 
319,754 
$6.27 $5.83 
$1,166,865 $1,970,498 
443,532 743,358 
$3.30 $3.26 
$1,511,770 $2,476,126 
4,200,787 7,356,103 
$3.87 $4.13 
$15,505,715 $26,631,270 
7,458,803 13,696,579 
$4.22 


$3.96 
$27,553,490 $49,590,372 


Employees to Share Tanning 
Firm’s Largest Bonus 


RockForD, MicH. — Announcement 
has been made by Otto A. Krause, 
treasurer of the Wolverine Shoe & 
Tanning Corporation, that 800 em- 
ployees will divide more than $140,000 
in the 1941 bonus plan of sharing 
profits earned by the company. 

The sharing program was inaugu- 
rated 22 years ago and this is the 
largest distribution to be made in all 
of the 22 years. The nearest to this 
was the bonus of $128,000 paid out 
in 1937. Last year’s bonus totaled 
$85,000. 

Mr. Krause also reports that the 
corporation experienced the largest 
sales volume in 1941 in the history of 
the company. 

Under the profit sharing program, 
all employees on the payroll for a full 
year or longer participate in the dis- 
tribution. The fund is divided partly 
on a seniority basis with a payment of 
$100 for each 10 years’ service. 
balance is allocated on a salary basis. 

The bonus represents a balance from 
earnings after paying a reasonable re- 
turn on capital, aHowing for deprecia- 
tion, taxes and reserve. The allowance 
deducted for 1941 taxes, federal, state 
and local, totaled $385,000. 


U. S. Rubber to Feature 
Athletic Socks 


New York—The Footwear Division 
of United States Rubber Company has 
announced that during the coming 
year it will feature a line of quality 
athletic socks. 

Frank Leahy, football coach who is 
head of the Keds Sports Department 
says: “Foot health is all-important to 
the athlete and properly fitted athletic 
socks are needed to help keep athliete’s 
feet in good condition. Socks not only 
absorb perspiration but they prevent 
that forward and backward sliding 
that can blister, pinch and chafe feet. 
In almost all sports as well as in regu- 
lar gym work, they’re a real aid in 
helping protect and cushion the feet.” 

Five athletic sock styles for men 
and one for boys and women are in 
the new United States Rubber Com- 
pany line. They combine wool, rayon 
and cotton in various weights ranging 
from 5 to 65 per cent wool content 
and are designed to give foot com- 
fort and protection to players of such 
sports as basketball, handbal!, bowl- 
ing, tennis, soft ball, soccer, hockey, 
badminton and squash. 


Kile Opens New Detroit Store 


Detroit, MicH.—A new store, the 
Petite Boot Shop, has been opened at 
14538 Griswold Street, by T. Edwin 
Kile, who formerly operated a store 
on Grand River Avenue, here. Kile’s 
new store is specializing in popular- 
priced shoes for women. 
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Bell Store Moves 
Into New Home 


NASHVILLE, TENN.—Bell’s Booteries, 
one of the south’s leading shoe stores 
for the past twenty years, recently 
moved into its new home at 703 
Chureh Street, the first streamlined 
shoe store to be built in Nashville. 

The store is 30 feet wide by 120 
deep and has an all-glass frontage. 
The attractively designed front show 
windows are trimmed in bronze and 
faced in green Tennessee marble. 


JOHN P. BELL 


Fluorescent lighting is used through- 
out, and selections are made from 
shadow boxes along the walls. Newest 
styled parlor chairs are casually ar- 
ranged throughout the store. 

New X-ray equipment was installed 
in the children’s department to pro- 
vide accurate fitting. A bag and 
hosiery department complete services 
offered by the store. 

John P. Bell, president of the firm, 
has long been recognized as an au- 
thority in the shoe field, both whole- 
sale and retail, and his association 
with the trade dates back to 1909. 
For the past twenty years he has been 
in the shoe business in Nashville. 
Prior to coming to this city, Mr. Bell 
was in the shoe business in Mobile, 
Alabama. 


Manager of the children’s depart- | 
ment is Landon A. Scarborough who 


has been with the company for the 
past five years. 

To avoid unpleasant sight of shoe 
boxes lining the walls, Bell’s Booteries 
installed shadow boxes where all styles 
are displayed. The ‘stock is kept in 
basement where approximately 100,000 
pairs of shoes are stored. 


New Shoe Firm Organized 


St. Louis, Mo.—A new shoe manu- 
facturing firm has been organized by 
St. Louis and Sedalia, Mo., interests. 
The company is to be known as The 
Sedeo Company, Inc., with factory at 
Sedalia. : 

Plans for the factory on which 
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AT ALL. POINTS 


MEN'S SHOES WITH KISTLER"BENCH BRAND” 
LEATHER SOLES ARE SELLING 


ARE YOU IN LINE TO PROFIT 
" ey, 


There are reasons for the popularity of 
men’s shoes bottomed with Kistler “BENCH 
BRAND” Sole Leather. The wearer has a 
firm, flexible, durable tread, untiring to 
nerves and muscles. The leather’s ventilat- 
ing quality overcomes burning, perspiring 
feet. From cold, damp sidewalks he has no 
unpleasant feelings. Sun-baked pavements 
seem cool and comfortable. It’s a great insu- 
lator. Briefly, the wearer gets more for his 
money. By the same token you get more of 
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BOSTON:MASS 


1012 NORTH THIRD STREET, MILWAUKEE. WISCONSIN}—— 





ground was broken in December call 
for a new and modern building with 
approximately 12,000 square feet, all 
en one floor. 

The organizers of the new company 
consist of Richard Parnall, sales man- 
ager of the Tober-Saifer Shoe Co., who 
will serve as president and treasurer; 
Max Wolkowitz, of the Beacon Shoe 
Company, St. Louis, will serve as vice- 
president, and Herman Brocksmith 
will serve as secretary. These men, 
in addition to E. C. Martin and Joseph 
Rosenthal, both of Sedalia, will com- 
prise the Board of Directors. The new 
company is capitalized for $50,000. 
Their plans are to produce 2,500 pairs, 


daily, of popular priced, arch-type 
McKays. 

Even though president of The Bedco 
Co., Mr. Parnall will remain with 
Tober-Saifer as sales manager. 


Leotti Joins Cobblers, Inc. 


Los ANGELES, CaL.—Thomas Leotti, 
formerly with I. Miller & Sons, Delman, 
Inc., and for five years, Eleo Shoe Com- 
pany, as supervisor, has joined Cob- 
blers, Inc., here in the position of super- 
intendent. 

Mr. Leotti is well known in the trade 
because of his long association with 
quality houses. 
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QUALITY 
WOMEN'S SHOE JOBS 


FROM 
AMERICA’S FINEST FACTORIES 


BARIS SHOE CO., INC. 
79-81 Reade St., New York City 











OF er ee Ore Oe OF Fe 


Innersoles 


oer er te 


NEWFL 


“A 


oer er 


EX 


Introduce us 
to the weorers, 
We do o JOB as 
good-will beorers. 
EDGAR S. KIEFER TAN 


c 
TANNERIES AT GRAND RAPIDS, MICHIGAN 
SALES: CHICAGO, 223 W. LAKE ST. « BOSTON, 42 LINCOLN ST. 


PIGSKIN 


INNERSOLES - COUNTERS - WELTING 


i eel 


Moccasins 


— 


MOC-ABOUTS 


Reg. U. 8. Pat. Of. 
in Stock For 
Men and 
Leek 
Rubber 





Ge Soles. Pat- 
ented Flexible 
Process. 








NASHUA SL -» Lowell, Mass. 











Arms Plant Places Big 
Work Shoe Order 


St. Louis, Mo.—At least 15,000 pairs 
of work shoes, ranging from heavy 
types for outdoor workers to women’s 
steel-cap safety shoes, will be pur- 
chased by the United States Cartridge 
Company, War Department organiza- 
tion operating the new one hundred 
million dollar small-arms munition 
plant at Goodfellow Boulevard and 
Bircher Avenue, here, according to a 
recent announcement. The plant will 
employ 25,000 persons in all, and will 
provide in addition to a complete hos- 
pital and medical service, a large shoe 
department capable of fitting the en- 
tire personnel. 
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“Military Needs First,” Says Major Byron 


Supplies Enough for Civilian “Needs” He Tells Members oj 
Central Pa. Group, but Public May 
Not Get What It “Wants” 


HersHeEY, Pa.—CE-PA-SA-LA is the 
rather cryptic symbol of the Central 
Pennsylvania Shoe and Leather Asso- 
ciation, which held its sixth annual ban- 
quet in the Hotel Hershey, Hershey, Pa. 
on January 28rd. The purposes of the 
organization are purely social, its mem- 
bership consisting of shoe manufac- 
turers throughout this and adjacent 
territory, their staffs and the suppliers, 


MAJOR JOSEPH W. BYRON 


in both the leather and accessory fields 
that make business contact with them. 

One hundred and eighty-six mem- 
bers and guests were told by Ma- 
jor Joseph W. Byron, Chief of 
the Leather and-Shoe division, War 
Production Board, that “We are to 
see that military services get what 
they want, when they want it and in 
the shortest space of time. Our hide 
resources, at the moment, are of great 
importance. We are using twenty-six 
million cattle hides, of which eight mil- 
lion are imported. If sea lanes are 
closed, we will cut back to eighteen mil- 
lion. Some ten million of these cattle 
hides are needed for sole leather, three 
or four million for retanned army 
leather. Figure it out for yourself— 
what will be left for civilian economy. 
Aside from our Army’s needs Russia’s 
needs are to be met. We are making ar- 
rangements with the Russian govern- 
ment to supply them with leather and 
shoes as they need them. 

“In all probability, our direct need 
for Army shoes will be three million 
pairs per month. We have been asked: 
‘Why not reduce the iron of soldiers’ 
soles and insoles?’ I can answer that 
best by saying—the life and safety of 
men in battle may be endangered by 
poor leather equipment and certainly, 
no one in America would stand for 
that. 

“Sure the war will affect civilian 
trade. It already has. It will be pos- 
sible to give the consuming public what 
it needs, but perhaps not enough to 
give it what it wants. We have suffi- 


cient in our industry to satisfy the 
needs of our people.” 

Robert Kazmayer, radio news com- 
mentator and lecturer, told the meet- 
ing that “we’re going to work as we 
never have before,” adding that “too 
long in America we have accepted 
the privileges . . . too long we have 
neglected the responsibilities. A relig- 
ious faith will be needed to win this 
war. You can’t fight a faith, not even 
an evil faith, without a faith of your 
own ...a faith in our American way 
of life.” 

“We’re on a war footing with and 
capable of rendering a service which 
no other apparel industry possesses,” 
declared Arthur D. Anderson, editor 
of the Boor AND SHOE RECORDER, who 
explained that the “No. 1 job of each 
and every one of us is to point out to 
the public the performance values in 
shoes in the materials and processes 
available. We're at a turning point 
and the fundamental job in America 
today is to put the country on a war 
footing. The day is here when we’re 
going to walk again.” 

E. §S. Gerberich, president of the 
Gerberich-Payne Shoe Co., Mount Joy, 
Pa., contrasted the conditions prevail- 
ing at the opening of the last World 
War and the present one. He assured 
his hearers that we will come through 
not alone victoriously but adjusted to 
conditions as they will be in a new 
world. There is no occasion for panic, 
he said; shortages may not be overcome 
for a while but substitutes will be 
found and We will progress. The best 
policy is to plug away, do what you 
can. If you can’t find the things you 
want, use the next best. 

Grant D. Gerberich, vice-president of 
the Gerberich-Payne concern, an- 
nounced that the Spring golf tourna- 
ment would be held at the Lancaster 
Country Club on June 19th. T. F. Car- 
fagno, of the Cannon Shoe Co., was 
presented with a leather bag for the 
work he has: done for the association, 
of which he is a past president. 

George N. Geuting, vice-president of 
the A. H. Geuting Co.,. Philadelphia, 
was master of ceremonies, while H. E. 
Snayberger of the Walkin Shoe Co., 
led the group in song, Galen B: Horner, 
president of the group and also of the 
Lancaster Shoe Co., delivered the open- 
ing remarks. 

L. V. Hershey, Chairman of the 
Board of the National Boot and Shoe 
Manufacturers Association, introduced 
Major Joseph W. Byron, both members 
of the CE-PA-SA-LA Association. 

Members of the banquet committee 
were: Grant D. Gerberich, chairman; 
Robert C. Lang, Earl S. Bachman, Nor- 
man Badorf, Frank Brawley, Earl 
Glace, Joseph Bradley, George Kreider 
and W. E. Kreider. 
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“Whatever your job, in your 
home or outside, you're in 
defense. And no woman can 
look or feel or do her best 
unless her shoes fit her feet 


(Bellaire 


COMFORTABLES 


‘¢ MEET TODAY’S DEMANDS AND 


Keep Your Feet ” 


and are truly comfortable. 
Bellaire’s Comfortables’ 4- 
point features of snug-fit, 
the comfort of a house 
slipper, its fine quality, its 
long wear will help you to 
do your job with the least 
tiring effects.” 
Write for Spring 1942 Catalog 
of In-Stock Styles 


DIXIE—No. 1514—Black Kid 
Also in White Kid 
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BELLAIRE SHOE COMPANY. PORTLAND, ME 
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Retailers Buy Heavily at 
Chicago Monthly Showing 


CuiIcaGo—The sharp upsurge in re- 
tail buying throughout the Chicago 
area in mid-January was reflected in 
simularly heavy sales and a decided 
hunt for certain types of shoes at the 
Monthly Shoe Show of the Chicago 
Shoe Travelers Association held Janu- 
ary 19 and 20 at the Hotel Morrison. 
The January show was held a week 
earlier than usual in order not to con- 
flict with the apparel markets. Later 
shows will be held the customary last 
Monday and Tuesday of each month. 

The show was one of the best at- 
tended in recent months and a num- 
ber of firms reported that they wrote 
more orders than at any previous 
shows. This was, in fact, a continu- 
ance of a heavy week of buying at 
wholesale sources. Several firms were 
completely sold up prior to the show 
and several wholesale houses reported 
the previous week (January 12-17) the 
best they had ever experienced. 

Retailers were seeking both at-once 
merchandise and goods for Spring and 
Summer selling. Black gabardine 
and patent sandals, both with open 
and closed backs, and particularly 
those with fine stripping, were much 
in demand, Where they found it pos- 
sible to do so, buyers were ordering 
‘cavily on crepe rubber and rubber 

le shoes in the belief that these may 
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be the last they will be able to get 
for some time. 

Beige was ordered in large quantities 
and appears a good seller for Spring, 
both in tailored and in dressy types, 
with many orders placed for beige 
pumps. Black patent leather pumps 
with large bow trimming were also 
in demand and red was ordered gen- 
erously in all types from play shoes 
to pumps. There was also considerable 
interest in huraches, those in this 
market appearing of finer construction 
than formerly. Several of the new 
types shown have wedge heels. 


Workers Vote Pay Deduction 
For Defense Stamps 


New YorkK—The employees of the 
Recordia Manufacturing Co. Inc., who 
received their Christmas bonuses in de- 
fense stamps, voted unanimously for a 
deduction from their weekly pay to 
be used for the purchase of more de- 
fense stamps. 


Brown Co. Slices Principal 
New YorkK—According to an an- 
nouncement from H. P. Carruth, vice- 
president in charge of operations, the 
directors of Brown Company, Berlin, 
N. H., have voted to repay $1,660,056 
on the principal of the $4,500,000 loan 


which the big pulp and paper company 
received from the R. F. C. on No- 
vember 29, 1941. 

When the loan was arranged, it ap- 
peared that $4,500,000 would be re- 
quired to put the re-organized com- 
pany in a satisfactory financial con- 
dition. However, the company’s planned 
program of increased efficiency and 
economy of operation is now bearing 
fruit. The savings realized under this 
program plus a period of capacity pro- 
duction have improved the company’s 
financial picture and made possible the 
sizable prepayment to the R. F. C. 

The $1,660,056 payment will be ap- 
plied to future sinking fund require- 
ments. Mr. Carruth states that the 
savings to Brown Company in interest 
charges will amount to $66,000 per 
year. 


Rubber Footwear Styles 
To Be Simplified 
[CONTINUED FROM PAGE 33] 


of rubber other than shoes and soles 
shall be made from re-worked ruber 
after February 1. It seems obvious 
to these companies, therefore, that no 
shortage of re-worked rubber is in im- 
mediate prospect. 

Shoe cements and quarter linings 
and cement for new shoes are allotted 
70 per cent of the amount used in the 
base period, under the amended order. 
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Bowling Shoes 
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PROFESSIONAL 
BOWLING SHOES 
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BROOKS SHOE MFG. Co. 
58th & Market Sts., Philadelphia 


OO OF er rr ee er 


Moccasins 


Oe Or, OF re, Or lel ali eal 


PS OLR Sac ON AREAL TELE NE MCE BEN 8 
TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 
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line in Amer- 
ica. Carried 
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Obituaries 


C, A. Kempf 


Imutay Crry, Micu. — Charles A. 
Kempf, 88, founder of Kempf’s Shoe 
Store, here, died recently after a 
month’s illness. Mr. Kempf started 
the first bootmaking establishment in 
Imlay City in 1876, making boots and 
shoes by hand. His two sons, Carl 
and Brice, took over the store several 
years ago, and have managed it ever 
since. 
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Branded Shoes iia in Men’s Promotions 


Famous-Barr display of men's shoes in branded lines promotion. Centered around 
“Mr. Brown" theme, no block shoes were displayed. 


St. Leuis— Backed by results ob- 
tained with the use of a huge corner 
window and a full-page newspaper ad 
in May of last year, Buyer W. B. Jack- 
son of the men’s shoe department of 
Famous-Barr Company, St. Louis, 
again “startled” shoe department cus- 
tomers later in the year by coming 
out with a second full-page newspaper 
ad and similar window promotions fea- 
turing branded merchandise. 

Using a subtle touch of showman- 
ship, Mr. Jackson laid out the promo- 
tion around the theme of “Mr. Brown” 
for fall of 1941. The ads used, all in 
half tones, displayed nine shoes, in 
eight nationally advertised brands, 
playing up in each instance a popular 
brown or brown-antique for the season 
ahead. The ad was written to appeal 
to each kind of customer—the college 
boy, the business man, professional men, 
and devotee of health shoes finding a 
pair suggested. 

In the huge double window shown 
herewith, a novel feature which caught 


attention of thousands of passersby was 
the fact that not a single black shoe 
appeared in the entire display—first 
such ever used by a St. Louis store. 
As shown, shoes were grouped on log 
setups, and on’ hanging: tables, en- 
sembled with ties and socks. Another 
feature which helped to make the win- 
dow interesting to shoe customers was 
the fact that all were grouped accord- 
ing to the manufacturer, thus giving 
from eight to ten styles of each shoe 
in a compactly-arranged display. 

“We find it wise to follow brands,” 
Mr. Jackson pointed out, “The man 
who is satisfied with a single brand, 
and who buys it year after year, always 
looks for it in the window, and when 
he finds a complete selection in that 
brand, his opinion of the department 
is bound to be good.” No “sale” fea- 
tures were included—the promotion was 
simply “showmanship” on popular 
brown and antiques for the Fall and 
Winter season. 





Mr. Kempf was a life member of the 
Imlay City Lodge No. 341, F. & A. M., 
and was the first member to be made 
a master Mason by the local lodge. 

Mr. Kempf is survived by his widow, 
two sons, eight grandchildren, two 
great-grandchildren, four sisters and 
two brothers. Funeral services were 
conducted from his home, and burial 
was in Imlay. 


Tribute Paid J. F. Cosgrove 


MARLBORO, Mass.—The Chamber of 
Commerce of Marlboro has adopted a 
resolution in memory of Joseph F. Cos- 
grove, owner of the Cosgrove Shoe 
Store here, who was known as the dean 
of Marlboro business men. Mr. Cos- 
grove died recently, after an iliness 
lasting for some time. ; 

The resolution read, in part: 

“After a semi-public life on boards 
and committees, working for the ad- 
vancement of his community, for prog- 
ress with caution, always—=still, greet- 
ing: each of many warm friendships 
with a hearty grip and a cheerful word 


to the very end—that’s an accomplish- 
ment. There were few men who had 
a better memory for old faces, or a 
warmer greeting to new found friends 
than had Joe Cosgrove. 

“Dean of our business life, he kept 
his youthful spirit and was in touch 
with the merchant world. up to the 
last moment. 

“For many years Joe served on the 
old Board of Trade, on a bank direc- 
torate and numerous committees and 
his influence among our merchants 
was wise and sound.” 

The Cosgrove Shoe Store was es- 
tablished in Marlboro more than 70 
years ago. Mr. Cosgrove began work- 
ing there at the age of 14 and became 
a partner of the firm in 1896. His son, 
Francis J. Cosgrove, who has been 
associated with the business for more 
than 12 years, will carry on. 


C. H. Habenicht 


Fort Dopge, Ia.—C. H. Habenicht, 
for nearly 50 years a member of the 
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MORE WEAR FROM THE SHOES YOU SELL 


PREPARE Your Shoes FOR WAR 


WITH Triple fiction Viseol 


IMPORTANT Defense Note: 

Leather is a prime need. Shoes 
wear longer and look better when 
they are treated with Triple Action 
Viscol. Here's a long awaited 
opportunity to focus customer at- 
tention on the important subject 
of longer wear through care of 


their shoes. A lesson learned now + . 


will last well beyond the duration 
and for years to come. Make 
every sale complete with a can of 
the correct Viscol dressing. There 
are three Viscol Waterproof 
Dressings; Original Viscol, Triple- 
Action Viscol, and Viscol Water- 
proof ‘Ski-Béot Dressing. Viscol 
Soap is a cleaner, conditioner, 
and polish, not a waterproof 


booklet—"'Prolong- 
ing The Life Of 
Leather.” It gives 
the whole picture 
of leathers and 
prescribes the cor- 
rect Viscol Dress- 
ing for each of 


dressing. 
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firm of Schill & Habenicht until his re- 
tirement in 1937, died recently from a 
heart attack. He was 75 years old. 

Mr. Habenicht was very active in 
business and church activities. He is 
survived by two daughters. Interment 
was in St. Paul’s Lutheran Cemetery 
at Fort Dodge. 


Harry H. Devore 


Los ANGELES, CALIF. — Harry H. 
Devore, 50, passed away recently as the 
result of a sudden heart attack. Death 
came without warning, as he had been 
feeling excellent up to the last. His 
wife, Theresa A. Devore, survives him. 

Mr. Devore, who lived at the Hotel 
Lankershim in this city, has traveled 
the West Coast for the past 21 years. 
At the time of his death he represented 
J. Mackey & Sons and Spring Step, Inc. 


Walter Wendt 


DeTRoIT, MicH.—Walter Wendt, 53, 
well known to practically every shoe 
man in this territory, died recently in 
Deaconess Hospital. A native of De- 
troit, he entered the shoe business with 
‘ retail store in Flint, Mich., around 
30 years ago and then moved to Chi- 
ago where he operated a store for five 
years. 

In the early ‘twenties, he returned 
0 Detroit, to form the firm of Wendt 
nd Kanners Company, which he 
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headed at the time of his death. This 
firm specialized exclusively in shoe 
store supplies. 

The deceased was treasurer of Christ 
Lutheran Church. He is survived by 
his wife and two daughters. Interment 
was in Woodiawn Cemetery. 


Frederick B. Adams 


PITTSFIELD, N. H.—Frederick B. 
Adams, 69, prominent local shoe manu- 
facturer, died at his home on Fairview 
avenue, Jan. 21. 

A native of South Royalston, Vt., 
he came from Boston and organized 
the Adams Shoe Co. here 38 years 
ago. A-few years later, his brothers, 
James E. and John Adams, joined the 
firm, which became the Adams Brothers 
Shoe Co. The concern is still operating. 

Besides the two brothers, Mr. Adams 
is survived by a daughter, Mrs. Ken- 
neth H. McDowell of Plainfield, N. J., 


‘and two sisters, Mary E. and Susan 


B. Adams, of Pittsfield. 





Chicago Men’s Store to 
Open Shoe Department 


Cuicaco, ILL.—A new exclusive men’s 
shoe department is now under con- 
struction as part of the new head- 
quarters for the Monroe Fox Co., 
men’s furnishings store now’ located 
at 6457 S. Halsted Street. The new 
quarters, which- will be opened about 


March 15, are located two doors north 
of the present location. Harry Tucker, 
general manager of the store is also 
merchandising men’s shoes. 


Perry to Operate 
La Torra Store 


BOULDER, CoLo.—Lee Perry, former- 
ly of Knoxville, Iowa, has purchased 
the fixtures of the La Torra Shoe Co. 
and obtained a new lease on the build- 
ing at 1227 Pearl St., occupied by La 
Torra’s. 

Remodeling will be begun immedi- 
ately and the store will open with a 
new line of Spring and Summer shoes. 

Mr. Perry grew up in the shoe busi- 
ness. For 20 years he has worked in 
shoe stores and for the last 15 years 
he has been associated as a partner 
in the Brown’s Shoe-Fit Co., of Iowa. 


To Open Own Store 


ALBANY, N. Y.—Justin H. Sullivan, 
shoe buyer in the department store of 
W. H. Whitney & Co., has resigned 
from that position which he has held 
for many years, and expects to open a 
shoe store of his own. He plans to fea- 
ture corrective shoes, but has not an- 
nounced what lines he is to carry. A 
member of the Capital District Shoe 
Retailers’ Association, he is also a 
director of the New York State Shoe 
Retailers’ Association. 
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eee" MEN'S & BOYS’ WORK SHOES 
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Honest Value 
In Boery Poir 
ROBERTS-HART, INC. 
KEENE, N. H. 
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St. Louis Shoes 


(oer ee erm 6 


‘ CANCELLATIONS 
JOBS 


AT A PRICE 


NOVELTIES ARCH SHOES SPORTS 
MEN'S — WOMEN'S — CHILDREN’S 


We are the largest, exclusive distributors 
of top-grade current shoes, from 15 of 
the leading St. Louis Factories. $6 to $10 
shoes to retail, profitably, from $2 to $5. 
See us for your promotions. Over 1,000 
samples to choose from. 


M. K. WEIL SHOE CO. 
1326 Washington Ave. St. Louis, Mo. 
w “While in town see Weil’ a 




















N. Y. State Directors 
Meeting Postponed 


RocHEestTer, N. Y.—Because some of 
the directors of the New York State 
Shoe Retailers Association are away 
from home, while others are in the 
throes of inventories, John A. Beau- 
mont, president, has called off their an- 
nual meeting, which was scheduled to 
be held at the Powers Hotel in this city 
Sunday, February 1. 

Although some of the acceptances 
were in, the fact that several other 
directors sent regrets because of their 
inability to be present, seemed to make 
it advisable to cancel the gathering 
rather than hold it at a time when en- 
forced absences would keep the attend- 
ance from being fully representative. 


Opens Seventh Branch 
PHILADELPHIA, Pa.—The Dial Shoe 


Company will open their seventh 
branch at 938 Market Street, this city, 
about March 5. , 

The building is now being remodeled 
at a cost of $30,000 and the improve- 
ments will include air-conditioning, re- 
cessed fluorescent lighting and the 
most modern equipment and fixtures. 
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200,000 Pairs Nurses’ 
Shoes Ordered 


Boston, Mass.—Contracts to manu- 
facture more than 200,000 pairs of 
oxfords for army nurses will be award- 
ed by the local Quartermaster Corps 
following the opening of informal bids 
on February 3 and 4, it has been an- 
nounced. The bids to be opened on the 
first day involve 100,008 pairs of black 
calf leather shoes; those on the follow- 
ing day involve an equal number of 
white fabric shoes for wear with the 
typical army nurse uniform. Fifty per 
cent delivery of each lot is required by 
March 381; the balance by April 30. 
Sizes range from four to ten; widths, 
though not in all sizes, from AAAA 
to EE. 

In its invitation for bids the Army 
reiterates that, “in making awards con- 
sideration will be given to speed of 
delivery, proper quality, fairness of 
price, effect of the defense program 
upon consumers, maintenance of fair 
labor standards by prospective contrac- 
tors, avoidance of undue geographic 
concentration of contracts, financial re- 
sponsibility of prospective contractors 
avoidance of transportation congestion, 
availability of power facilities, and the 
moral responsibility of prospective con- 
tractors.” Contractors also are required 
to furnish to the Contracting Officer “a 
statement of all sub-contracts placed 
under the contract.” 


J. F. Muffley Named 
Truitt Bros. Head 


BINGHAMTON, N. Y.—Joseph F. Muf- 
fley, secretary and sales manager of 
Truitt Bros., Inc., manufacturers of 
shoes for infants and children, has 
been elected president of the firm as 
successor to Frank H. Truitt. The 
company is now making about 6,000 
pairs of shoes daily. 

Mr. Muffley was for a number of 
years general sales manager of the 
Endicott-Johnson Corporation, direct- 
ing its large sales force in addition to 
having charge of the advertising de- 
partment. He left that position to 
assist in organizing the Arco-Mara- 
thon Corporation, at Marathon, N. Y., 
and also the Arco Sport Shoe Company 
of Binghamton. 


A. A. Curtis Heads 
New Sole Company 


New YorK—Alfred A. Curtis, for- 
merly of the Lima Cord Sole & Heel Co., 
is now president and treasurer of a 
new firm which he has organized, the 
Cord Products Corp., of Franklin, 
Mass. Max Brown, formerly of the 
Hazen-Brown Co., manufacturers of 
Gleasonite soles, is assistant-treasurer. 

This new firm will manufacture and 
sell soles made under a new process. 
This process now perfected, uses cast- 
off automobile tires, unfit for further 
service or retreading. The rubber is bur- 
nished off down to the fabric of the tire 


and the fabric part is then flattened out. 
These sheets are then vulcanized to- 
gether into blocks which can then be 
sliced into any desired thickness from 
which the soles are ultimately cut. 
The factory of the new firm, located 
at Franklin, has 35,000 square feet of 
floor space and the latest type of ma- 
chinery for turning out thése new soles. 


Boston Shoe Club Hears on 
Far East Situation 


Boston, Mass.— One hundred and 
fifty members and guests of the Boston 
Boot and Shoe Club attended the 305th 
dinner meeting‘of that well-known or- 
ganization, held on the evening of Jan- 
uary 21 at the Copley-Plaza Hotel, here. 
The feature speaker, Robert Norton, 
a noted traveler and one-time editor 
of the magazine, “Asia Today,” pre- 
dicted that the war would be long and 
hard and warned that Japan, over a 
period of years, had acquired an im- 
mense amount of scrap iron and steel 
and other munitions raw material, much 
of it from this country, and that the 
Japs “had made us pay for it” by sell- 
ing us at $35 an ounce, gold which cost 
them about $20 an ounce. He advocat- 
ed that the allied forces carry out 
against the Japs “the jungle type of 
warfare that our Asiatic allies know 
so well; and destroy everything that 
would enable Japan to exploit the lands 
she is seeking to conquer.” 

At the head table were Perley E. 
Barbour, Joseph Timilty, Boston police 
commissioner, Francis C. Donovan, club 
president, James E. Gormley, Francis 
B. Masterson, and Joseph Spang, presi- 
dent of the Gillette Safety Razor Com- 
pany, who spoke briefly in support of 
the United War Fund drive, just about 
to open. 


Tradehome Stores in New 
And Enlarged Quarters 


St. Paut, MInnN.—Tradehome Shoe 
Stores, Inc., after almost 20 years on 
Sibley St., have moved their general 
offices and warehouse to the Finch In- 
dustrial Building, Fifth and Wacouta. 
The firm was formerly located at 409 
Sibley St. 

The Tradehome firm is a local organ- 
ization, established in 1921, and from 
one retail store has expanded to a com- 
pany that operates popular priced re- 
tail family shoe stores in the principal 
cities of the Northwest. 

Approximately 25 persons are em- 
ployed in the general offices. 


Clever Shoe Store Display 


SPOKANE, WASH.—“The wise old owl 
makes use of trees, so will your shoes 
if you buy these.” is the slogan which 
gives meaning to a clever wall niche 
display at Warn’s Red Cross shoe store. 
A small stuffed owl on a silvered branch 
and several pairs of shoe trees are thus 
tied in, with a bit of interest and color 
added. 
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BOOT AnD SHOE RECORDER’S 
SERVICE ISSUE FEBRUARY 7 


SHOES FOR THE JOB 
SERVICE « DEFENSE « WORK 







W.. will win the battles of Production and Precaution. But, 

good work demands good shoes! American shoe factories will 

FEATURING deliver the shoes, and American retailers face a great obligation to 

EDITORIALLY: see that these Work, Service and Defense Shoes are well fitted and 
well sold. . . . But, they also face the opportunity of a lifetime for 
Sepee bette ter Aumesteen additional sales in these new types. Millions of men and women will 
titnias Settee to Sulleans wear Service and Work Shoes for the first time in their lives ; millions 

Servinn Nursing of women in uniform, and out, will wear proudly the sturdy types 








Work Shoes 







Motor Corps Precaution Our Industry has developed and called Defense Styles. 





Every shoe manufacturer in America has a shoe, or line of shoes, 


lave A which fits into this great Work and Defense Scheme. 
Fou? Z These items are spot merchandise NOW. Merchants are looking 
fold for sources NOW; and, merchants reading this Shoes for Work, for 
Defense, for Service and Precaution issue, will be looking for your 
ad in it. Enroll NOW for this first dramatic presentation in the 
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SALESMEN WANTED 


LINE WANTED 


WANTED TO PURCHASE 





EXPERIENCED SALESMAN for Illinois, 
Indiana, Wisconsin wanted to sell in-stock 
Line of Women’s *Novelties, Arch Support 
Shoes and Sport Oxfords. State experience. 
age, and references. Address $407, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 





WANTED: Side line salesman for retail trade 

for Southern California line Women's low- 
priced play and sport shoes; and Men’s hard 
sole slippers in stock. Apply by letter to M. 
J. Witherill, Room 1401, 189 West Madison 
Street, Chicago, Illinois. 





SIDE LINE SALESMAN 


S IDELINE SALESMAN for Prewelts, Chil- 

dren’s, Misses’ Stitchdown Shoes. Address 
422, care Boot & Shoe Recorder, 100 East 42nd 
Street. New York, N. Y. 








POSITION WANTED 


EXCEPTIONALLY CAPABLE, fully trained 

Chain operator, Buyer and Merchandise 
Man, with 14 years’ experience as successful 
retailer, and same period as merchandise man 
and group supervisor for a Nationally known 
group of Men’s Stores.. Can handle every de 
tail of group or individual operations. 
personality and high integrity. Prefer con- 
nection with exclusive Men’s outlet. Address 
3401. care Boot & Shoe Recorder, 100 East 
42nd Street. New York, N. Y. 





AN ESTABLISHED SALESMAN covering 
Pennsylvania and New York State, head- 
quarters Buffalo, desires sideline Moccasins, 
Slippers, Playshoes or Saddle Oxfords; eight 
years with present concern. Good following best 
accounts. S. D. Watrous, 192 Lake Street, 
Hamburg. New York. 





CAN YOU USE A YOUNG MAN, 60 years 
old, with 40 years’ experience selling high 
grade footwear? Don't pass this opportunity if 
you will pay the price for a good man. Em- 
ployed now, but business does not warrant a 
better salary. Middle-west, West or South pre- 
ferred. Address $419, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 





[NTERESTED representing outstanding Wo- 
men’s Factory making $4.00 and $5.00 re- 
tailers to Chains and Department Stores through- 
out Middle West. Excellent background, years 
experience selling and also styling; traveling out 
of Chicago. Address Box 418, Boot & Shoe 
Recorder, 209 South State Street, Chicago, Ili. 





OUNG MAN WITH FOURTEEN YEARS 

OF EXPERIENCE in buying and merchan- 
dising Men’s and Women’s Shoes—medium and 
high grade— wants selling job on the road. 
Draft exempt. Willing to work inside until 
trained. Address £402, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 





HELP WANTED 





BUYER. MANAGER, young, well trained, 

draft deferred, prefers suburban district. 
Address $416, care Boot & Shoe Recorder, 100 
East 42nd Street. New York, N. Y. 





S ALESMAN, MANAGER, 37; Married; Dis- 

play; Volume; Corrective experience. Ad- 
dress $414, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





FOR SALE 


MODERN SHOE STORE, located Florida 
“ West Coast. prosperous community; oper- 
ating 18 months. Good lease. Address £420, 
care Boot & Shoe Recorder, 100 East 42nd 
Street. New York, N. Y.~ 





RETAIL SHOE SALESMAN WANTED: 

Experienced in popular priced shoes for en- 
tire family, who with brief training period can 
t of Family Shoe Store in 
Indiana town of 10,000. Prefer man now lo- 
cated in Indiana, Illinois, Ohio or Michigan 
Address $411, care Boot & Shoe’ Recorder, 100 
East 42nd Street, New York, N. Y. 





BUYER OF UPPER LEATHER, Remnants. 
White Buck, Patent Leather; Suede; Calf; 
Alligator, etc. Medium and Large, any quan- 
tity; DAVID MATTEZEWITZ, 73 Frankfort 
Street. New York. 





SELL YOUR SURPLUS STOCKS 
to 


KIRSCH-BLACHER CO., INC. 
established 1915 


Visit our new warehouses 


108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 








SHOE STORES WANTED 
FOR CASH 


sumed. 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
Unusuai references on request 








CASH 


Fot Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
16 8. 3rd St. Philadelphia, Pa. 
Phone Lombard 2062 








BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


Coan ee eS ee oo 
Branded er unbranded. G 








ANAGER WANTED: For Medium Price 

Family Shoe Store, Middlewest. Prefer 
married man between 30 and 45; must have 
clean record. Salary and bonus. Address $410, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York N, Y. 





FOR LEASE 





Two SHOE STORES, Westchester County. 

New York, excellent locations; beautiful fix- 
tures; clean stock; modern fronts: long leases. 
Address $415, care Boot & Shoe Recorder, 100 
East 42nd Street. New York, N. Y. 





S HOE DEPARTMENT FOR LEASE: Fac- 

tory-Store. Eastern Massachusetts city 
100,000 Volume Opportunity; Low rental. Ad- 
dress £421, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





ces. 
Write, wire or phone. 


BARSH & CEASAR 
19 N. Fourth St. Philadeiphia, Pa. 
Phone Market 1666 








WE BUY 
Entire or §& us Wholesale and Retail 
Stocks. Also Branded Shoes such 
Walk-Over, Florsheim, Enna-Jettick, ‘ Vital- 
ity, Arch Preserver, Queen lity, Boe- 
tonians, Stetson, Red Oross, Nunn-Bush, Ete. 

IRVIN BRUBI 
“The House of Jobs” 
898 Reade St., Cor. Church 

Phone Barclay 7-7887. New York City 














CLASSIFIED ADVERTISING RATES 
The rate for ‘Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in adva 
&£ Advertisements for this page must be in our New York Office on Friday of the week preceding publication ® 
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DON’T LOSE 


YOUR HEAD “YY 
over that Surplus Stock 


Turn to the CLASSIFIED PAGES for 
chasers. 
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’ continued use of 


vertisers. 


BOOT AND SHOE RECORDER 
Classified Advertising Dept. 
100 E. 42nd St.. New York, N. Y. 


Sixteen years “WANTED TO 
PURCHASE” space is the record for one of our ad- 
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IN AT A DeWITT 
OPERATED HOTEL 


In Cleveland 
THE HOLLENDEN 
In Columbus 
THE NEIL HOUSE 
In Akron 
THE MAYFLOWER 
In Lancaster, O. 
THE LANCASTER 


In Corning, N. Y. 
THE BARON STEUBEN 





PARTNERSHIP WANTED 


MERCHANTS’ NEEDS 





C HOE MANUFACTURER WANTS PART. 
- NERSHIP in factory making Ladies’ Play- 
wes; 600 pair capacity; metropolitan area. 
Vill make sufficient investment. Address $417, 
ire Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 








Sees Year of Prosperity 
For Shoe Retailers 


BurraLo, N. Y.—The government 
will take no steps to break the shoe 
business, William Pidgeon, Jr., of 
Rochester, N. Y., director of the New 
York State Shoe Retailers Associa- 
tion, assured close to 200 at the Annual 
Get-Acquainted Night Dinner of the 
Greater Buffalo Shoe Retailers As- 
sociation and Affiliated Shoe Trades 
held at MacDoels Restaurant on Mon- 
day evening, January 19. 


“The people of the nation are go-| 


ing to continue to wear shoes,” he 
said. “Styles, types and patterns will 
be vastly decreased but control by the 
government will prevent a runaway 
market. All the shoe dealers who keep 
stocks of sensible shoes will have 
nothing to worry about. 

“I will predict that we will be in 
for a year or more of prosperity for 
the retail trade. The war will stop 
suddenly, but not soon. When it be- 
comes apparent that Hitler is going 
to lose, the conflict will halt. The bot- 
tom then will drop out of prices.” 

Swinging away from the discussion 
of business, Mr. Pidgeon said: 

“As businessmen and citizens we’ve 
got to win the war, and we will win 
the war,” he emphasized. “It is our 
duty to stand back of the government 
and give our time, money and service.” 

M. A. Mittelman, director of the 
National Shoe Retailers’ Association, 
gave a report on the Chicago Con- 
vention and on the coming June meet- 
ng to be held in Buffalo, N. Y. Charles 
Knox of Batavia, N. Y., treasurer of 
the state association, installed the new 
fficers of the Buffalo group. President 
William P. Fisher of the Council of 
he City of Buffalo welcomed the shoe- 
nen, 
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BRANNOCK 
SHOE FITTING DEVICE 


1. FIT BETTER—SELL MORE 


increase repeat sales 


2. ATTRACT NEW CUSTOMERS 
more professional skill 


3. CUT FITTING TIME IN HALF 


fewer try-ons; more sales 


Write for Scientific Folder and 
list of manufacturers offering 
Brannock Devices at special co- 
operative price. 








Benjamin Etkin, the retiring presi- 
dent, was presented with a gift from 
the local association by Harry J. Deters 
who was general chairman. Major 
Winston V. Morrow, former local 
writer of BooT AND SHOE RECORDER and 
now in the United States Army along 
with Lt. Julius G. Fox, Buffalo, of 
the Army Air Corps, were honored 
guests. Rollin Tuttle, shoe traveler 
for the Gilbert Shoe Co., entertainer 
deluxe, headed the entertainment. He 
kept the crowd in good spirits with 
“Dinah” and “Mite”, puppet twins, 
and “Dancing Sambo”. 

The South Pacific Hawaiians fur- 
nished the music. 

The showing of the moving pictures 
of last Summer’s big shoe outing by 


MERCHANTS’ NEEDS 


MAKE MORE SALES 


with the original 
SHOE DOCTOR SHRINKERS 





FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre 
pared fluids, give the 
proper fit to shoes which 
ft lerge around the top 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with- 
out harm. 


$12.50 


Curved type tree 


Special combination offer $25.00 (fluids m.- 
cluded in above prices). 


Send your order or write for detail information 


E. C. SMELTZER CO. 
121 EB. Gist Street, Indianapelis, ind. 





Dr. Marvin Goll and John Muller, 
traveling. salesman of the Brown Shoe 
Co., wound up the bill. Every one 
present said it was the largest and 
best ever. 


Shoe Firm Honored 
In Red Cross Drive 


Cotumsus, OHI0—The Walter T. 
Dickerson Shoe Co., here, became the 
city’s first industry to receive three 
“grand” certificates in the local Red 
Cross drive for $315,000 when em- 
ployees pledged total contributions of 
more than $3,000. 

The honor follows closely on the 
heels of similar recognition accorded 
the company recently when it became 
the first Columbus firm to pledge $1,000 
to the drive and was awarded the first 
“grand” certificate in the city. Certifi- 











cates are given for each $1,000 pledged. 
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A Buying Guide 


SPRING TO ADVERTISERS IN THIS ISSUE 


STYLES AIR-TRED SHOE CORPORATION, Auburn, Me. ...... 
ALLIED KID COMPANY, New York, Boston, Philadelphia 


BARIS SHOE COMPANY, New York City 
BARRETT SHOE CO., Frankfort, Ky. 
BARSH & CEASAR, Philadelphia, Po. 
BELLAIRE SHOE CO., Portland, Me. 
| BRANNOCK DEVICE CO., Syracuse, N. Y. 


Dr. Posner’s Teen Types are spe- | grooKs' SHOE MFG. CO., Philadelphio, Po. 
cifically styled for the smart, | 


sophisticated Junior Miss of 13 | CAMITTA SHOE COMPANY, Philadelphia, Po. 
to 18 (and her mother, too). COON, W. B., CO., Rochester, N. Y. 

There are Saddle Oxfurds, Moc- 
casins, Ghillies—values that are 
so good they will keep turning as 
smoothly as a circus acrobat! To | 
retail at $5 up — with a good 
mark-up. Order the styles shown 
in stock for immediate delivery. 





DEWITT OPERATED HOTELS 


GALLUN, A. F., & SONS CORP., Milwaukee, Wis. 
GILBERT SHOE CO., THE, Thiensville, Wis. 
GOODWILL SHOE CO., Holliston, Mass. 

GREEN SHOE MFG. CO., Boston, Mass. 


HOOD RUBBER CO. and B. F. GOODRICH FOOTWEAR, Watertown, Mass. 8 


pet ha HUBSCHMAN, B., & SONS, INC., Philadelphia, Pa. 2nd Cover 
_ Elk, tan sad- 


JULIAN & KOKENGE COMPANY, Columbus, O. 24 


KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich. 36 


wie KIRSCH-BLACHER CO., INC., New York City a 
TABO 

(tae) = tae KISTLER LEATHER CO., Boston, Mass. 5. 
stitched moccasin, 
white and brown. 
Rubber. sole | and MARBRIDGE BUILDING, New York City 


“ae MILLER, ©. A., TREEING MACHINE CO., Brockton, Mass. 





NASHUA SLIPPER CO., Lowell, Mass. 
NUNN-BUSH SHOE CO., Milwaukee, Wis. 


JESSIE (right) 
—Ghillie Oxford in 


Walled last. 88 PENNEY, J. C., CO., New York City 


3% to 8. wid POSNER, DR. A., SHOES, INC., New York City 
AAA to©, $3.60 


ROBERTS-HART, INC., Keene, N. H. 
RUBIN, IRVIN, New York City 


SACO-MOC SHOE CORP., Portland, Me. 
SETON LEATHER CO., Newark, N. J. 27 
SMELTZER, E. C., CO., Indianapolis, Ind. 23 





UNITED LAST COMPANY, Boston, Mass. . 
UNITED SHOE MACHINERY CORP., Boston, Mass. 31, 32 
UNITED STATES RUBBER CO., New York City Front Cover 


VISCOL MFG. CO., New York City 39 





WEIL, M. K., SHOE CO., St. Louis, Mo. 40 
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“A SIZE-IN ORDER ON HAND IS WORTH 
TWO IN THE BACK ORDER BUSH” 


Shoemaker. 


An adage which explains why this cata- 
log is the boon companion of so many 
successful juvenile buyers. From ex- 
perience they know that every one of 
the forty-four hundred sizes and widths 
listed within its covers is ready and 
waiting to be shipped on their order. 
Consequently, with StrideRite shoes, 
they carry smaller inventories, get bet- 
ter turnovers, make bigger profits. 


GREEN SHOE MFG: CO- 


BOSTON 


=( STRIDE RITE = 





